





$1.00 A YEAR 





























SEPTEMBER, 1909 


SELLING 
ECTRICIL. 


The Magazine of Electrical Progress 


























Office of The Denver Post, Denver, Col. 


Read the Article —“ Electric Advertising for Newspapers ” 








Copyright, 1909, by THE RAE COMPANY 


= 




















Selling Electricity Advertisers 


September, 1909 

















Celie 
a WN. oq ~X : 
5 a heh 
Sr 
GQ 


— 


Pass round your 
“Dollar Ideas” 
and help the other 
fellow level his peak. 


Send them in to 
SELLING ELECTRICITY 


and we will see 
that he gets them. 

















THE SUPERIOR’ tron 


The final test of an electric 
iron is its efficiency on the 
ironing board. 

The heat must be evenly 
concentrated on the working 
surface of the iron. 

The iron must hold suf- 
ficient heat so that it will not 
cool suddenly when brought 
into contact with damp 


o ; 
LOC cls. 


The SUPERIOR iron is 
such an iron and has many 
other merits we should like 
to tell you about. 


American Electrical 
Heater Company 


Oldest and Largest Exclusive Makers in the World 


Detroit, U.S. A. 
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Brains in 
Valentine Signs 











This design shows how we 
mix brains, sheet steel, wire, 
receptacles and paint together so 
as to get striking results. 

We have erected dozens of 
signs like this. It represents a 
soda fountain 12 feet in height, 
set at the edge of the roof of the 
building shooting a stream of 
soda into a glass which is directly 
over the street entrance. The 
sign shows both ways, up and 
down the street, and is operated 
by a flasher of our own design. 
It is unique, clever, effective. It 
has advertising value. Com- 
pels attention. 

This is the kind of sign the 
merchants of your city will buy 
if the proposition is put up 
to them right. We know how 
to design, make and sell this kind 
of sign. Let us sell some for you. 

Write for our new proposition. 


Valentine Electric Sign Company 
Atlantic City, New Jersey 








In writing to advertisers, mention ‘‘Selling Electricity.’’ 



















66 Selling Electricity Advertisers September, 1909 











Your customers wouldn't hire six men 
to do the work that two could do with ease. Yet perhaps 
they continue to use six horse power to drive distant machines 
by old line-shaft methods, that only require about two horse power, 
when driven by our adjustable speed motors. 

Why not go after this trade? It’s profitable and comparatively easy 
to land. Here are the talking points. 
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MOTOR DRIVES 


eliminate friction losses -- provide wide speed adjustments -- allow you to locate 
machines where work is -- increase the output and cut in half the cost of operation. 

We have a bulletin “Motor Drives” that contains a lot of mighty val- 
uable information and we want to send one to you. Write for it now. 


Fort Wayne Electric Works 


1403 Broadway, Fort Wayne, Indiana 


BRANCHES 
Atlanta Cincinnati New York San Francisco St. Paul 
Boston Grand Rapids Milwaukee Pittsburg Seattle Syracuse 
Chicago Madison New Orleans Philadelphia 
St. Louis Yokohoma 



















In writing to advertisers, mention “Selling Flectricity.” 
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J}OME good 
advice is bad. 
“Do it now” 
sounds all right, but 
it generally leads to 
trying to do too 
many things at once. 
“tet 1t Gone” & 
better. 
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Motor Misinformation 


E’VE heard of the man who cut off his own nose to spite his face, 
\ \) but we never believed the story until— 
The other day a manufacturer of motor-driven appliances was 
solicited to advertise in SELLING ELECTRICITY. 

“The central stations are the people who can help you sell your 
machines,” we said, “because the central stations are hustling to sell current. 
Anything that’s O. K. and that will consume current will get the central 
station man’s backing and co-operation.’ 

The manufacturer sniffed. 

“Yes, sir, co-operation. We central station people are the greatest 
little bunch of co-operators you ever saw. ‘All together—all the time—for 
everything electrical’ is our motto. If you will only let the central station 
men know you're on earth, they will swarm out and sell more of your 
machines in a minute than you can make in a year. Yes, sir. We're the 
first, original co-operators. We invented the word.” 

The manufacturer sniffed twice. 

“Young man,” he said solemnly, “your conversation is what the writer 
on the sporting page calls ‘bunk.’ It sounds interesting, but it’s not true by 
about a mile.” 

Then he proceeded to explain. 

A motor-driven machine requires a motor, and the type of motor 
depends upon the kind of current available where the machine is installed. 
It follows, then, that before the manufacturer of a motor-driven machine 
can fill an order—or even quote a price—he must know what current is 
available to his customer. 

Now, it’s almost unbelievable, but this manufacturer—and many others 
like him—not only have difficulty in learning what current, voltage, cycle 
and phase is supplied to customers, but in many well-substantiated cases, 
they apparently have been deliberately and maliciously misinformed. 

Right here our representative asked the manufacturer for proof: the 
story was too absurd to be swallowed whole. Here is his proof—the state- 
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ments of half-a-dozen responsible apparatus makers. The names and dates 
are left out for charitable reasons. 





“We sold a machine with 1 hp. motor, 110 volt, 3 phase and after same 
was placed it was found 3 phase was not available there and single phase 
required. The local office from whom we obtained the information as to 
the current originally over the phone, however, appeared to know nothing 
about having given us that information and of course we were unable to 
trace the error to anyone in their office. Our loss in this case was the 


freight both ways on the machine, drayage and the subsequent loss of the 
order.” 


“In December 1908, we sold a machine equipped with a 2 hp. motor, 60 
cycle, 220 volt, 2 phase. It was sold by our salesman and the superintend- 
ent of the electric light company was present at the time the sale was made 
and said this was the current that would be furnished. When they got the 
motor it was found that single phase should have been ordered and when 
our customer asked the superintendent as to the information given he 
simply replied he had reference to something else of a technical nature 
though we do not now remember just what it was. At any rate, it seemed 
clear that the wrong information was given on purpose. Owing to the 
delay and disappointment of our customer both the motor and machine 
were returned to us at our expense and the entire sale was lost, we being 


out the freight both ways as well as our salesman’s time and general expense 
of handling the business.” 


“Shortly after that our salesman sold a machine with a 3 hp. motor, 110 
volt, 60 cycle, 3 phase. He likewise obtained the information from the 
electric light plant but when the motor was received it would not work as 
the current available was single phase. In this instance, the customer 
allowed us to exchange the motor for them and paid us the difference. Yet 


we were out the freight on the first motor both ways, with the usual delay 
and expense of correspondence.” 


“Another instance was a shipment of a 1 hp. motor. Our salesman 
telephoned the electric light company for information as to phase and was 
informed that 3 phase could be operated all right at this particular location. 
After our customer received the motor, the man from the electric light plant 
claimed that they should have ordered single phase, seemed put out because 
he didn’t buy the motor from them and wanted to charge them $20.00 or 
$25.00 to wire up, or something of the sort; in fact, admitted he told our 
salesman 3 phase would be all right but would have to run an extra wire 
which our customer would have to pay for, etc. Our customer paid for the 


motor but never used it and refused to be put to a heavy expense to obtain 
3 phase current.” 


“We could cite you a number of instances where we have sent motors 
out strictly according to order and then afterwards found out that the 
current was different than the motor was made for. We, of course, would 
have to look up our files to get the names and localities and other details. 
We use every precaution to ascertain the true electrical conditions and we 
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have headed off in a number of cases mistakes that were made at the other 
end. We have several 2 or 3 phase motors here which have been out several 
times and then returned because single phase motors were required.” 


“We consider that we have lost a number of orders for the reason that 
we could not secure co-operation from the local electric light company. 
When we have a prospective sale in a city, we first advise the electric light 
company of the fact and ask them to give us additional information as to 
the kind of motor to be used. To these letters we very seldom get a reply 
of any description and consequently we have to instruct our customer to 
go to the local electric light company and get the necessary information 
regarding the motor before we are able to make him a definite quotation so 
he will know what his equipment will cost him.” 





“At one time we also wrote to the central station managers asking for 
information regarding the motors to use, but experience has taught us that 
this is time wasted so that we have to take a chance on losing the sale by 
getting the customer to take the matter up himself. Our experience has 
not been in getting wrong information from the electric light company, but 
we have been unable to get any information from them at all.” 


“The current information we have secured from the central stations, 
in a number of cases, we have found to be in error, costing us quite a little 
sum in the way of transportation charges on the return of motors originally 
furnished and the shipment of proper motors: also the local expense for 
attaching to the machine.” 


“The power company advised our representative that the current 
supplied would be 2 phase instead of single phase. The machine we sold 
them is now at destination and they cannot make connections on account 
of the motor not conforming with their current and the inconvenience will 
necessitate our expressing them on a single phase motor. In cases of this 
kind, we find that we have no recourse against the power company. The 
freight or express charges both ways is generally deducted from our invoice 
as well as the time and expense for installing the new motor.” 


After showing the above the man whose advertisement we were solicit- 
ing asked whether these cases could be taken as samples of central station 
co-operation. Our representative answered that he would go home and 
think it over. 


The misinformation supplied to makers and agents of motor-driven 
machines is without any shadow of doubt due to carelessness upon the 
part of subordinate central station employees. To be sure, one case cites 
the superintendent of the lighting plant as giving false information; and 
perhaps there is one pin-head in the United States so blind to his own and 
his stockholders’ interests that he would deliberately lie in order to take 
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petty revenge upon the man who sold a motor “over his head,” but we think 
he must be unique. Maybe there are two such in existence, but it doesn’t 
seem probable. 

The trouble, without doubt, can be charged up to carelessness—chiefly 
telephone carelessness. For example, a stranger calls up on the ’phone: 

“What kind of current have I got?” 

“Where are you located?” 

“Smith Street and Ist Avenue.” 

“A.C., 110 volt, 60 cycle, 3 phase.” 

That is all true, but if the customer had asked what kind of motor was 
wanted to drive a meat grinder in a butcher’s shop at the same address, the 
reply might have been, 220 volt, D.C. This slight difference in the framing 
of the question is not understood by the untechnical butcher, and the tele- 
phone clerk or underling who gives the misinformation may think he has 
done his duty when he gives a literal answer to a plain question. But from 
the standpoint of the management, the loss of a power customer through 
carelessness—or through lack of carefulness—is a serious matter and one 
calling for immediate and blunt correction. 

The most unfortunate aspect of the situation is the attitude of motor- 
driven machine makers. These manufacturers believe—not one, but a 
dozen of them—that central stations are indifferent, careless and in some 
cases actually dishonest about supplying information. Where they expect 
friendly assistance they find, apparently, utter indifference. They feel that 
they must verify a central station’s own statement about its service before 
shipping machines. Quite naturally, they are putting as little sales energy 
as is practicable into the marketing of motor-driven apparatus; they are 
working against central station service instead of for it. Their combined 
efforts, which should result in the sales of hundreds of thousands of motors 
ranging in size from one-fourth to ten horsepower are scattered and ineffect- 
ual because they have been mistreated. 

The solution is as simple as the situation is serious. One man in the 
central station should be delegated to answer inquiries regarding current. 
He should be instructed to make sure what every inquirer wants and to 
supply accurate and specific information. Mail inquiries, which some 
manufacturers claim are almost if not quite disregarded, should have instant 
and scrupulous attention. 

The matter is one of immediate and immense importance to the 
industry. We need all the motor-driven machines we can get. We need 
the co-operation of the manufacturers of these machines in increasing our 
power demand. We cannot afford to have anybody “knocking.” 

Issue instructions TODAY to prevent a recurrence of this trouble, for 
perhaps one of these manufacturers was referring to YOUR company. 

















Electric Advertising for Newspapers 


By Ear E. 


fAMOUS newspaper man in 

the west once said, “Adver- 

tising of all kinds helps all 
kinds of advertising,’ and there is 
probably no one better qualified to 
express such an opinion than the 
manager of a newspaper. It is 
rather surprising therefore that 
newspapers themselves are very 
much inclined to disregard the value 
of electric advertising as applied to 
their own sales problem. It is the 


W HITEHORNE 


er-worn frame house, marked only 
with a storm-beaten star for a sign. 
The presses were on the ground 
floor safe and sound; but the offices 
were two and three flights up a 
rickety, narrow stairway. “Keep 
Out” signs adorned the doorways, 
and a good part of the wall plaster 
littered the floor. 

This paper is growing because 
the men are hustlers, but how 


many people know where they live 





same old human __ inconsistency 
which stands between the physician 
and his own medicine, that in the 
eyes of some editors justifies an 
inaccessible office and countenances 
the neglect of the advertising possi- 
bilities, in an electric sign. 

As an illustration: A friend of 
mine on the staff of an evening daily 
in a small Connecticut River city 
suggested one day that I drop in 
and see the edition run off. I hap- 
pened to be in his town. | found 
the office up a side street and down 
an alley, in a dilapidated and weath- 


in Auburn, N. Y. 


and work? How many ads are 
drawn in by the power of sugges- 
tion? How many opportunities are 
they losing? 

Advertising space in a newspaper 
is merchandise, and since this mer- 
chandise cannot be displayed in a 
brightly lighted window, the elec- 
tric sign represents the most pow- 
erful medium for reaching the even- 
ing throng in a forceful, dignified 
and sales-suggesting way. The fact 
that the reporter always covers the 
midnight murder and is Johnnie-on- 
the-job when the Governor comes to 
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town, and that the newsbovy’s vell 
comes promptly at 4+ P. M. day after 
day, will not sell advertising to the 


man who has to be sold. An electric 

















Two Newspaper Signs in Syracuse, N. Y. 


sign on a prominently located office 


can and does. 


illustrations have been selected from 


photographs of a large number of 


The accompanying 


such signs gathered from all parts 
of the country to demonstrate the 
truth of this statement. 

The North Philadel- 
phia, founded in 1771 as The Peni- 
sylvania Packet, is the oldest daily 


American of 


newspaper in America and its opin- 


ion may therefore be considered 


mature. 
this 


Mr. James P. Considine of 
paper, in answer to a query, 
writes :—“Why do we use an elec- 
that 
some of the hundred thousand people 
the 
The 
American the coming morn- 
\Why do we 


we can't 


tric sign at night? In order 


who see it are reminded that 


news of the world will be in 
North 
ing. electric 
find 


thing better for the purpose.” 


use an 
sign? Because any- 
The 
large electric sign on this building is 
only another evidence of the same 
policy which made that building a 
twenty-story skyscraper and located 
it on the most conspicuous site in 
the city of Philadelphia, facing the 
Public Buildings. 

“The 


pate,” 


newspaper must partici- 
says another editor, “for the 
press stands in a closer personal rela- 
tionship to all the people than any 
other agency. Therefore the paper 
should be always in evidence. I 
consider our electric sign of inestim- 
able value.” 

“The 


pate.” 


newspaper must partici- 
That’s the reason why the 
New York Herald Building has large 
plate glass windows on three sides, 
so that the crowd on the sidewalk 
may watch the presses running; why 
thousands of people are shown 
through the plant vear after vear; 
why an enormous sum of money was 
spent for location. That is why the 


New York IWorld 


Building has a 
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Denver, Colo 


gilded dome that can be seen for 
miles, shining in the sunlight; that 
is why the Evening Star of Washing- 
ton, D. C., has erected on Pennsylva- 
nia Avenue, a magnificent marble 
structure that rivals in beauty some 
of the government buildings round 
about. There are plenty more in- 
stances 





all proof that “The news- 
paper should be always in _ evid- 
ence.”’ 

A newspaper in a dead town ts 
a dead newspaper, as everybody 
knows, but no town is totally and 
irrevocably dead if the local news- 
paper is progressive and alert. In 
Horace Greeley’s day, political affl- 
iation was the backbone of every 
prosperous journal and it was in 


those vears of intense partisan strife 
that the New York Tribune, the At- 
lanta Constitution, the Cleveland 
Plain Dealer and many other papers 
became national in fame. But the 
old time grip on the public has 
waned with the development of ma- 
chine politics and the greater com- 
mercial activity of the country and 
the newspaper has entered the lists 
of business and relies for popular 
support on commercial enterpris¢ - 
salesmanship, publicity and efficient 
news service. The press does not 


lead in the old sense—it participates 





The Morning News, Canton, Ohio 


The letters in this sign are three feet high 
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A Denver Sign which shows how an Electric Sign 


stands out in a poorly lighted street 


and shares in the good fortune and 
prosperity of the community. 

It has been demonstrated in nu- 
merous instances that there is noth- 
ing more potent for enlivening and 
invigorating a city than cheerful, 
brightly lighted streets. The influ- 
ence of light on human beings 1s 
identical with its effect on insects. 
Where the streets are dark an:l 
gloomy the sidewalks are deserted; 
but bright windows and generous 
curb illumination bring out the peo- 
ple in the evenings, and stimulate 
local business. Amusement places 
spring up, out-of-town trade is 
drawn in, and money turns over 
faster. 

Good electric service is a boon to 
any community and poor facilities 
for light and power react as a 
blighting curse so that the local elec- 
tric light and power company be- 
comes a most important factor in the 
development of a city. At the same 
time, the growth of the town has a 
very material effect on the prosper- 


ity of the lighting company itself: 


therefore there are few cases where 
the newspaper will not find in the 
central station an eager and hearty 
co-operator in any movement for 
public advancement. 

One of the chief arguments of 
every lighting company in soliciting 
a merchant for electric sign advertis- 
ing is that it adds to the power of 
his newspaper advertising, it estab- 
lishes his identity and his position, 


it suggests his ad when the reader 





Scranton, Pa. 
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is before the store itself and the 
appeal is most easily followed up. 
Inversely, the man with an electric 
sign is neglecting one of its greatest 
possibilities if he does not support 
and sustain it with continuous and 
consistent advertising in the daily 


plish untold good, and in no case 
need the newspaper man imagine 
that his field is hampered by electric 
advertising. 

To show that it works out in 
reality, I quote a portion of a recent 
letter from the Denver Gas & Elec- 





Cleveland, Ohio 


press. Here is a basis for concerted 
action that is honest and profitable 
to both parties. 

The mania for trust baiting has 
fortunately run itself out and people 
are beginning to distinguish the 
good from the bad. Active co-oper- 
ation between the newspaper and 
the lighting company can accom- 


tric Company, of Denver, Colo.: 
“Each of the four newspapers in 
Denver has an electric sign, in fact 
they were among the very first to 
recognize the value of electric 
sign advertising. When the slogan, 
‘Boost Denver, The City of Lights,’ 
was adopted, the newspapers all 
took it up editorially and otherwise 
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A Philadelphia Newspaper Office 
The special ill umination is in honor of an Elks’ Carnival 


on their own volition gave the local 
lighting company lots of free adver- 
tising. So enthusiastic are they in 
regard to electric sign advertising as 
a means of boosting the city, that 
they take notice of every novel elec- 
tric sign that is erected, and give 
space in their columns to its descrip- 
tion. 

“A few days ago a novel sign was 
erected for a certain drug store here, 
and next morning a reporter from 
the Denver Post was waiting at our 
office at 8 o'clock for material for a 
news item. It is certainly interest- 
ing to find that these great agencies 
of publicity so thoroughly indorse 
this form of advertising.” 


Light is a moral disinfectant and 


~ 


the newspaper, above all things, 


stan’s as the champion of civic 
righteousness and public morality. 
Therefore if electric signs are one of 
the strongest factors in the bright- 
ening and invigorating of any town, 
should not the press lead in their 
indorsement? A certain officer of 
public safety has declared that with- 
out the effect of the brilliantly light- 





This Sign Talks for the Auburn Citizen, Auburn, N. Y. 
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ed streets and buildings in his city it 
would be necessary to double the 
strength of his police force. 

Electric advertising display can be 
adopted and toned to the character 
of any building, as attested by the 
constantly increasing use of electric 
lights for carnival celebrations and 
in the illumination of exposition 
halls. Year by vear, there is a 
steady progress in the artistic merit 
of street illumination and the elec- 
tric sign is plaving a constantly in- 


creasing part. The newspaper need 
feel no hesitation for fear an electric 
sign might injure the appearance of 
a handsome building. Consult the 
architect if necessary. 

The electric sign exercises an irre- 
sistible magnetic power of attraction 
and suggests the means to satisfy a 
want. The newspaper has some- 
thing to sell and in the merchandis- 
ing of advertising space the proved, 
profit building methods of other 


merchants should not be disregarded. 
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The Power of Suggestion 


By MorGan 


J. Lewis 


Easton Gas & ELectric Company, Easton, PENNA. 


N relating the following rather 
amusing incident that happened 
recently, we are very forcibly im- 

pressed with the wonderful results 
that accrue from proper and timely 
suggestions—proper nail and head 
hitting. 

A German, somewhat eccentric, 
stubborn, self-willed and non-progres- 
sive, operated a bakery and store on 
a prominent corner on my “side-part- 
ner’s” territory. To him it was an 
eye and mind sore, for the very good 
reason that the business was conduct- 
ed on the _ perfectly-satisfied-good- 
enough-for-me old way. At night it 
was dark, dingy and uninviting, a coal 
oil lamp and candles being used to il- 
luminate. My “side-partner” had fre- 
quently assailed this castle of darkness 
but in vain. All reasonable arguments 
failed to penetrate the dark combative 


brain cells of the owner, therefore 


darkness still remained in the bake 
shop and store. 

One night I dropped in. Upon the 
case in which the cakes and sweets 
were kept, a coal oil lamp dimly flick- 
ered. It constituted the entire illumi- 
nating system. As I approached this 
little counter | discovered the propri- 
etor comfortably seated behind it. | 
passed him an evening greeting, and 
asked him for ginger cakes and their 
prices. He quickly put a few on the 
show case. I took one in my hand, 
and placed it to my mouth; then | 
smelt it, and gave it back tohim. “It 
smells like coal oil,”’ I said. 

He smelt it himself, looked at it, 
smelt it again and remarked, ‘It does 
smell funny, doesn’t it?” 

I made no purchase, and within 
three days after this occurrence my 
“side-partner” placed quite an instal- 
lation of electricity in this store. 

What did it? A suggestion. 





A Dollar Idea 


By L. M. Olmstead 
Binghamton Light, Heat & Power Co., Binghamton, N. Y. 





N our office we have provided a large, flat top oak table with a 
number of arm chairs for the use of the public. Customers sit 
here when filling out applications, writing checks, etc. On top of 
this table is a large sheet of heavy plate glass, under which we have 
arranged photographs of various prominent buildings using our 
service, electric signs, window lighting, outline displays and the 
like. These photographs receive a great deal of attention, and we 
believe that this bit of advertising is of very distinct value. 
We add the photographs of new installations from time to 
time, and keep the display up to date. 




















** Home Illumination ’’ 


The Minneapolis General Electric Company Issues a Booklet of Suggestions 


LITTLE booklet entitled 

“Home Illumination” has 

just been issued by the Min- 
neapolis General Electric Company. 
“The proper planning of a_ well 
lighted home,” it says, “rests in the 
true conception of what modern 
science calls efficient illumination, 
and a clear understanding of the 
essential factors necessary to pro- 
duce artistic effects, having con- 
stantly in mind that important item 


lighting deserves the attention of 
every architect, contractor and par- 
ticularly, every home-builder. The 
suggestions offered in the following 
pages, through the medium of 
graphic illustrations, we feel sure 
will be of great interest, and to il- 
lustrate this important subject in 
a comprehensive but brief manner 
we present herewith the first and 
second floor plans of three typical 
classes of medium priced homes of 





ECONOMY, which can best be ob- modern construction.” 
tained by a little careful considera- Floor plans and suggestions for 
tion as to location of fixture and cottages of six, seven and eight 
switch outlets at the time of install- rooms are then presented. Those 


ing wires. for the six room house are as fol- 


“The proper planning of home lows: 


Lighting Arrangement for Six Room House 
First Froor PLAN 


Porch Light is located directly above front door with switch in vestibule. 

Reception Room Lighting is controlled by switch on the reception room 
side of vestibule wall, and also from the head of stairs. This arrange- 
ment is most convenient. 

Living Room Lighting has been so planned that two lighting effects are 
made possible, thus giving to special occasions additional brilliancy. 
Switches are placed at point of vantage when entering from dining 
room after dinner or from the reception room. (That is, a five light 
fixture may be installed so controlled that either one, four or five lights 
may be turned on from the wall switch.) 

Dining Room Lighting is also arranged so as to produce a double lighting 
effect. Switches are located near swinging door connecting the room 
with the kitchen. 

Kitchen Lighting is obtained from a single lamp in the center of the 
room, switched on from wall near dining room entrance. 

Basement Lighting is controlled from head of stairs, which enables servants 
or members of the family to have lights burning upon entering and 
turn them off after leaving basement. 

Electrical Appliances having now become so popular, it was deemed advis- 
able to provide suitable receptacles in the walls of each down stairs 
room to accommodate the fan motor, portable lamp, flat iron, chafing 

dish, cooker, etc. 
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SECOND FLooR PLAN 


Upstairs Hall Lighting is switched from the head of the stairs. 

Chamber Lighting is controlled at the entrance to each room and arrange- 
ments made for lights near dressers. Wall brackets are not shown in 
any of the following plans because their positions must necessarily 
vary with the location and style of furniture used. 

Bathroom Lighting consists of one light on each side of mirror, a most 
convenient arrangement when shaving. Chambers and bathroom are 
provided with baseboard receptacles so as to attach plug for electric 


fan, heating pad, curling iron, etc. 


We do not specify the size of lamps for each room, as this depends 


entirely on the character of decoration. 


Light shades in decoration require 


much less illumination than dark shades. Decoration and illumination go 


hand in hand. 


The above size residences averaged for current approximately $1.17 
for the month of April, 1909, in Minneapolis. 


Here is the sort of definite usable 
data that will sell current. It is 
more than mere conversation, for the 
installations are not only mapped 
out, but the reasons why the outlets 
are placed in the proscribed posi- 
tions are explained. 

In the majority of cases, unfor- 
tunately, the location of outlets and 
switches is left largely to chance. 
It requires a little careful study to 
determine just where they will be 
most convenient, and most service- 
able in each and every room. Usu- 
ally after the house is built and oc- 
cupied, it is found that bad shadows 
are cast by the furniture and that 
side wall switches instead of being 
handy beside the door through 
which entrance to the room is most 
often made, are in the opposite cor- 
ner, making it necessary to walk 
across the room in the dark. 

It is care in such points that 
makes a house comfortable and sat- 
isfying. In these plans, for in- 
stance, the baseboard receptacle in 
the dining-room is placed beside the 
side-board. In the lower hall it is 
located in the corner where the table 


must stand. In the bedrooms all 
switches are close beside the en- 
trance door, and a baseboard out- 
let is provided beside the obvious 
position for the bed. 

It is certainly much easier and 
more profitable to explain such de- 
tails to the man or woman whose 
own home is under discussion when 
its reasonableness can be demon- 
strated in black and white. It is 
just such concrete sales data that is 
unfortunately wanting in the N. E. 
L. A. Solicitor’s Handbook recently 
published. 

In the plans for the seven and 
eight room houses, the same general 
scheme has been carried out. In 
both of them, however, the equip- 
ment suggested for the living room 
is probably more extensive than 
would be appropriate in most cases. 
On the whole, however, “Home II- 
lumination” is an excellent piece of 
advertising and a valuable addition 
to any salesman’s data book. 

The Minneapolis General Elec- 
tric Company has pointed the way, 
and the idea can be utilized by any 
central station. It might even be 
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well to go into greater detail and 
suggest the probable uses for the 
baseboard outlets in the various 
rooms, point out the effect of wall 
color and decorations of various 
character, and advise in a general 
way the size and type of lamps best 
suited. Also, such points as the 
necessity of having doors swung so 
as not to cover the side wall 
switches when opened, might be in- 
cluded. It is in just such matters as 
these that otherwise well planned 
installations are sometimes marred. 

Mr. H. J. Gille, Contract Agent in 


Minneapolis, has circulated the 
“Home Illumination” booklet 
among all the architects, contractors 
and a selected list of residence cus- 
tomers and the representatives will 
use them freely in talking to pros- 
pects. Following the plans and spe- 
cifications are statements, lists and 
tables covering Rates for Electric 
Light and Power, Net Selling Prices 
for Incandescent Lamps, Rates for 
Maintaining Arc and Nernst Lamps, 
two pages on the Measurement of 
Electricity and a Directory of Elec- 
trical Contractors, etc. 





head services. 





A Dollar Idea 


John C. McLaughlin, Chief Clerk 
Potomac Electric Power Co., Washington, D. C. 


V ERY frequently we have a prospective customer call at the 

office and make inquiry as to securing current at a certain 
address. To avoid any delay in looking up such a matter, we have 
a map of the city marked out showing the streets on which we have 
mains, using a distinct color for each class of service, such as purple 
for low tension, green for alternating, etc., and using a continuous 


line for underground systems and a broken or dotted line for over- 


This map is placed under a sheet of plate glass, and the same 
fastened on the top of the counter, thus placing it in full view of 
the customer as well as ourselves. 
diately in a position to give the information desired, and are thus 


enabled to save our customers’ time as well as our own. 





By referring to it, we are imme- 
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Dr. H. R. Emery, 
Scott Building, City. 
DEAR SIR:— 


August 24, 1909. 


My attention was called to your ad in the paper to the effect that your 
customers did not know you had changed your location. 

This is not the fault of your customers. 
ing has not ‘produced the desired effect. 

What you need is an ELECTRIC SIGN. It will do more to locate 
your office in the minds of people than any other form of advertising. 

Call us and let us talk over the proposition with you. 

Yours truly, 
Tue Lickinc Licgut & POWER Co., 
F, C. Morrison, Cont. Agt. 


It shows that your advertis- 





THE LICKING LIGHT AND POWER COMPANY 
NEWARK, OHIO 
SELLING ELECTRICITY, 
New York, N. Y. 


GENTLEMEN :— 


August 25th, 1909. 


Knowing that you are interested in quick results, we are enclosing a 
newspaper ad and letter, which tells the story from the start. The writer 
turned this ad over to our Contract Agent with instructions to write the 
party and call his attention to the electric sign as a constant reminder. 
The letter was mailed at 1 P. M. and at 5 P. M. the same day the party 
to whom it was addressed called at the office and shortly after left his 
order for an electric sign which of itself is very original. 

This may not be a dollar idea, but it is certainly gratifying to us to 
see what a two-cent stamp and a short but pointed letter direct to your 
prospect will do. 

Very truly yours, 


Tue Lickinc Licgut AND POWER Co., 


J. G. Barrett, General Manager. 











Three Power Installations in Kankakee 


By W. JoserpH KyLe, COMMERCIAL ENGINEER 
KANKAKEE ELectric Light CoMpANY, KANKAKEE, ILL. 


N the first of May I arrived 
in Kankakee, to take hold of 
the development of a power 

load for the Kankakee Electric 
Light Company. Among the rec- 
ords of power prospects were the 
Foley & Williams Mfg. Co., manu- 
facturers of sewing machines, the 
McIntire Watch Co., a large fac- 
tory adjoining them, and the Kanka- 
kee Foundry Co., directly across the 
road. These people 
were considered 
prospects but had 
never been actively 
interested in electric 
drive. The situation 
was discussed and I 
determined to start 
in with these three 
plants. 

The second day I 
looked over the 
ground and had a 
very pleasant talk 
with the manager of 
the Foley & Wil- 
liams plant. Though he was gener- 
ating his own current at the time 
and selling considerable of his out- 
put to the foundry across the way 
(distant about 300 feet) at the rate 
of 2%4c. per kwh, he was interested 
and ready to be shown. The whole 
matter rested on the figures. He 
suggested that I look over the foun- 
dry also and see what I could do 
for them in case he should decide 
to take up our proposition. 

We visited the foundry on our 





W. Joseph Kyle 


way back to the office, but they 
would not listen to us, saying, “I get 
power cheaper than you can sell it 
and that is all there is to it.” So we 
decided to let him rest and await de- 
velopments with Foley & Williams. 

This first day’s maneuvers were 
largely for the purpose of feeling out 
the ground and several more days 
elapsed before I was ready to take 
up the study of the plant itself. The 
following Monday 
morning, however. 
the manager of the 
sewing machine fac- 
tory called up the 
office and wanted to 
know when the 
“new? power man 
was going to inves- 
tigate his plant. “He 
will be down on the 
next car’ was the re- 
ply. 

[ found a_ plant 
with a 150 kw. direct 
connected engine 
type generator, complete with a fine 
marble switchboard and the usual 
steam auxiliaries. The boilers need- 
ed attention on account of the very 
hard water used and the records of 
boiler repairs were high for the 
same reason. The shop was driven 
in large groups by 110 v. direct cur- 
rent motors, the boxes on the hang- 
ers were dancing a jig and there 
was as much oil on the ceiling and 
walls as had ever been on the shaft. 
There were belts by the hundred, a 


RO ABAdss Mh cid eS 


SE cet eet ee NN sR EEN act Tt. SMES 


itp ke 


echt tinh Ao 
ssh 


> te 


| 
h 
i 
| 
§ 








eS 


read ee 





ee 2 2 


88 Selling Electricity 





September, 1909 





great many of which were running 
idle. My tests, to my surprise, in- 
dicated that but 25% of the power 
was being delivered to the machine 
tools, which, by the way, were main- 
ly special tools for this class of 
work, 

It took about one week to test and 
complete my proposition after which 
I went over it with the manager in 
detail. After I finished with him he 
said he was convinced that he was 
losing money, but did not know 
where it was going. 


“You have 


The first interview was on May 2d, 
and on the 15th we closed the con- 
tract for the current, 142 Westing- 
60-cycle, 200-volt 
hp. to 30 hp. and 
of the same. An 
additional order was received short- 
ly after, for 10 5-hp. motors to equip 


house, 3-phase, 


motors, from % 


the installation 


new screw machines. 

The installation of the motors sas 
begun promptly and the difference 
in the appearance of the shop was 
remarkable. The maze of belts was 


cleared away and the manager ad- 











Milling Room, Foley & Williams Manufacturing Co., Kankakee, After the Installation of the Motors 


and I 


right,” he said. 


shown me believe you are 

I claimed that we could save him 
better than 50% of his cost of power, 
and still get a good price for the 
current. This would seem a broad 
statement to but it was an 
“asy matter in this case as a large 
proportion of the tools were idle the 
greater part of the time. Each man 


uses several tools, one at a 


some, 


time, 
then shutting it down and going to 
the next succeeding operation. This 
is the case all through the shop. 


vises me that he gained fully 25% 
more floor place. The members of 
the firm are so pleased with the new 
conditions that they cannot express 
their satisfaction. 

As soon as the Foley & Williams 
contract was closed and the work 
begun, the foundry man: came up to 
the office and requested that we fig- 
ure on his plant for both light and 
power. Some change in his lighting 
arrangements was of course forced 
on him, but he had become very 


much interested in electric power as 
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Part of the McIntire Watch Company Installation, Kankakee 


a result of the developments across 
the street. We made a study of his 
conditions and succeeded in convert- 
ing him. In July, we installed 125 
hp. in motors, and the Kankakee 
Foundry Co. is as enthusiastic a 
supporter of electric drive as the 
Foley & Williams Co. 

The next step was the equipping 
of the adjacent plant of the McIntire 











Corner of Tumbling Room, Kankakee Foundry Company 


Watch Co. Our proposition was 
prepared with the same care and 
thoroughness as before and on the 
strength of our showing with his 
neighbors the contract was closed. 
We installed in this factory 75 small 
motors—25 1/10-hp., 30 ™%-hp., 4 
1/20-hp., 2 1/3-hp., 1 ™“%-hp., 10 
l-hp., 2 2-hp. and 1 3-hp. All of 
these motors are 3-phase, 60-cycle, 
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200-volt, with the exception of the and including current, motors and 


1/20-hp., which are single phase. wiring. 


Some of these motors are 
bringing in as high as $4.00 per hp. 
connected per month, which taking 
the low average of $2.00 per hp. 
connected, means that we have done 
a business of $12,000.00 in three 
months exclusive of motors and wir- 


ing, all the result of our activity in 
502 hp., consisting of 177 motors, _ this field. 


For the first campaign for electric 
power ever conducted in this terri- 
tory, I feel that we have made a 
good start. The work has not 
stopped and the gains are steady 
and gratifying. From May Ist to 


August Ist, we closed contracts for 





A Dollar Idea 


By Louis A. Pettit, Jr. 
The Middletown Lighting Company, Middletown, Ohio 





N a man’s desk in his office there are usually blotters in pro- 

fusion, but on his wife’s desk at home they are invariably 
scarce and well saturated. Why? Nobody knows, but it is true. 

Therefore, we reasoned that small blotters with glazed paper 


backs and bearing a few “reasons why” would be welcomed; and 


that the ad side would stay up. Here is one of them :— 


WHICH? 


OIL; GASOLENE AND GAS 


THE SMOKE AND DIRT RUINS pecorartions 
AND INCREASES LABOR AND COST OF LIVING 








ELECTRICITY 





MODERN. 


CLEAN, 


CONSUMES THE OXYGEN oF THE AIR WHICH ’ SAVER 


1S ESSENTIAL TO LIFE 


THEREFORE A LABOR ano MONEY 


DOES NOT INCREASE THE TEMPERATURE OF 
INCREASES THE TEMPERATURE OF A ROOM A ROOM OR VITIATE THE AIR. 
NECESSITATES tne 


USE OF MATCHES AND 
TAPERS 


A LIGHT WHERE YOU WANT IT; wHen you 
want it--JUST PRESS THE BUTTON. 
EXPENSE incLupDEs cost OF GAS, OIL OR GAS- EXPENSE inctupes cost or ELECTRICITY 


OLENE, MANTELS, GLOBES AND TIME REQUIRED TO AND NEW LAMPS ABOUT ONCE a year. 


KEEP 
BURNERS IN REPAIR 


THE MIDDLETOWN LIGHTING CO. 
MAIN ST. 


L. A. COPPOCK, Maer. PHONE 77 
L. A. PETTIT, JR., NEW BUSINESS DEPT. 


The cost of such advertising is small, and we believe it has 
been of very considerable benefit in developing residence business. 
































Curve Drawing Watt-Meters 


By H. W. Hittman, SALEs MANAGER 
GRAND Rapips- MusKEGON Power Company, GRAND Rapips, MICH. 


T is an opportune time to intro- 

duce the merits of the curve 

drawing watt-meter in connection 
with the subject of selling electricity. 
For some time past the curve drawing 
watt-meter has been manufactured 
and sold; many of the larger central 
stations have used one or more to ad- 
vantage in connection with electric 
power business, and they have been 
used in larger numbers as a switch- 
board instrument for station use. 
Comparatively speaking, however, 
there has been but slight activity 
shown in connection with the sales in- 
ducing power of this valuable device. 
When its merits are more generally 
known, it will become to the power 
business what illuminating engineer- 
ing now is to the lighting business. 

We all realize now how important 
illuminating engineering really is to 
the lighting field. Almost without ex- 
ception merchants throughout the 
commercial district pride themselves 
upon the knowledge they possess and 
exercise with regard to illuminating 
engineering. It has become common 
knowledge, and the electric lighting 
business has been greatly stimulated 
thereby. 

The manufacture of power by 
steam for factory purposes has been 
so universally extended that nine- 
tenths of the soliciting for electric 
power among the factories requires 
argument for the replacing of steam 
power. Many of the strong argu- 
ments against steam, and in favor of 
electric drive, have become well known 


and are common to the power solici- 
tors. The results are likewise well 
known, namely, that the central sta- 
tions all over our country have a 
power load and are furnishing cur- 
rent to factories in their communities 
which are operating by electric in- 
But hundreds 
of thousands of horse-power is still 


stead of steam drive. 


being used each and every day from 
steam plants operated by individual 
factories. Much of this business will 
be difficult to secure, and the more 
difficult it becomes the greater need 
is exhibited for the most forcible ar- 
guments, such, for example, as will 
be found in connection with the curve 
drawing watt-meter. 

The first strong argument for the 
curve drawing watt-meter relates to 
its ability to demonstrate to a pros- 
pective customer that the art of manu- 
facturing power by electricity has ad- 
vanced far beyond the art of manu- 
facturing power by steam. The curve 
drawing watt-meter deals with horse- 
power hours. It offers to the factory 
proprietor red ink charts each morn- 
ing showing the amount of horse- 
power hours used during the previous 
twenty-four hour day. It shows him 
in detail just when the power is used, 
and how the consumption of current 
for power varies with the different 
departments and the different charac- 
ter of production. As a large manu- 
facturer recently stated, “The instru- 
ment shows me how to figure my 
costs more accurately than ever be- 
fore.” 
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As soon as manufacturers have 
learned more about the curve drawing 
watt-meter they will appreciate the ad- 
vantage of using it to check their 
monthly bills with the power com- 
pany. The next step will be to in- 
stall small sizes in departments for the 
purpose of checking the starting and 
stopping of the machines four times 
each day. Production managers will 
appreciate this advantage, which can- 
not be secured either with the re- 
cording watt-meter or with the steam 
system. 

The next refinement will be to have 
a spare instrument available for test- 
ing individual machines. The pro- 
prietor of a wood working establish- 
ment recently said to me: “This is the 
finest idea I have yet heard about your 
electric system.” He has just pur- 
chased about $15,000 worth of motors 
to carry out his plan of abandoning 
steam power in favor of electric drive. 

The time is fast approaching when 
medium and large size factories will 
insist upon knowing not only how 
much power they are using, but also 
when it is used. As the price of the 
curve drawing watt-meter is moder- 
ate, and not more than four or five 
would be required for the average 
size factory, then there is every rea- 
son why the factories using power 
should purchase and use the curve 
drawing watt-meters. 

One medium size power company 
has four of these instruments con- 
stantly in use. For every new instal- 
lation of more than 25 hp. capacity a 
curve drawing watt-meter is installed 
for at least a month. This policy is 
pursued, first, for the benefit of the 
power company so that its engineers 
and solicitors may know how the use 


of power varies in the new customer's 
factory, also ascertaining when the 
power is used; second, the idea im- 
presses the customer with the extent 
to which the electric system has been 
developed. He appreciates immedi- 
ately the greater refinement of the 
electric system over the steam system. 

This experience leads me to_ be- 
lieve that every central station that has 
any power customers should immedi- 
ately purchase a curve drawing watt- 
meter for its own use. The larger 
stations should have four or five con- 
stantly in use for their own benefit. 
The use of these instruments repre- 
sents a continual advertisement for 
the superiority of the electric drive 
over the steam power system. 

If all central stations throughout the 
country will adopt this policy, then 
the factories will become educated, 
and eventually they will know just 
when they are using power, which is 
a keen advantage both to the factory 
and to the power company. Think of 
the long tedious arguments of the 
large store customer who claims that 
he did not use the current for which 
he was billed last month. A recording 
watt-meter does not tell when it was 
used. The billing department of the 
power company does not know when 
it was used. In such cases it is with 
the utmost difficulty that a satisfactory 
adjustment can be made. Recently, 
in a similar case, a recording watt- 
meter was read three times each day, 
and it was found that the janitor of 
the store was using more current at 
night for sweeping the floors than all 
the departments together were using 
during a busy afternoon. The curve 
drawing watt-meter would tell this 
story accurately. Another curve 
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drawing watt-meter has therefore been 
purchased for handling cases of this 
kind. It wilt probably be in constant 
use among the different large store 
customers, whose trade the power 
company desires to retain, and whose 
complaints the company desires to 
minimize as much as possible. 

Now, therefore, if there is a de- 
mand for curve drawing watt-meters 
among the stations, then among the 
factories and among the large depart- 
ment stores, surely, the electrical man- 
ufacturers will naturally take a keen 
interest in this important matter be- 
cause of the large business which 


would be forthcoming. Their interest 
and co-operation with the central sta- 
tion along these lines will produce re- 
sults which will favor and extend the 
electric motor industry in a similar 
way that the electric lighting field has 
been extended by aggressively push- 
ing the subject of illuminating en- 
gineering. A campaign on curve 
drawing watt-meters will greatly stim- 
ulate the electric motor drive among 
the factories. It will represent motor 
engineering in the highest degree. It 
will forcibly present the marked ad- 
vantages of electric power over steam 
power. 
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HIS sign is used by the Edison 
Electric Illuminating Company 
of Brooklyn to advertise the service 
in vacant stores. The sign is mount- 
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ed in the show window as shown in 
the photograph, with the name of the 
real estate agent prominently dlis- 
played. 
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This cartoon appeared in Oklahoma City during a period of very hot weather 
Company suggested an electric fan series to the cartoonist 


The Oklahoma Gas & Electric 
. This is one of them. 


























The Good Service Department in Denver 


The Denver Gas and Electric Company Maintains a Special Force to Care for the Needs of 
Present Customers 


By CLARE N. STANNARD, SECRETARY 
DENVER Gas & ELectric Company, DENVER, COLO. 


FEW years ago Mr. Henry L. 
Doherty organized a commer- 
cial department in the Denver 

Gas & Electric Company, and _ later 
suggested that we add to our organ- 
ization a department whose duties 
among others, would be to make 
sure that are given 
full and complete ser- 

Acting 


our customers 


vice. upon 
the suggestion, 
districted 
and 


we 
our city, 
experi- 
enced men in charge 
of each district, the 
qualifications of the 
man that he 
must thoroughly un- 
derstand the ordinary 
practical end of the 
gas and electric busi- 


placed 


being 


ness, and that he be a 
good solicitor. 

Our advertising de- 
partment co-operates 
with the ‘Good Service Department,’ 
in advertising that the representa- 
tive will call upon the consumer, 
and be pleased to take up and adjust 
any unsatisfactory service. This ad- 
advertising in the majority of cases 
paves the way for the solicitor to call, 
thus giving him material assistance in 
enabling him to make a greater num- 
ber of calls per day than if the call 
was unannounced. 

These men carefully visit all of our 
consumers, and when they find the 








Clare N. Stannard 


service imperfect, immediately remedy 
same. If the trouble be of such a 
nature that it is impossible for them 
to make the repairs, they turn an 
order into the office, which is prompt- 
ly executed by the operating depart- 
ment. Here are a few of the many 
troubles discovered and cared for: 


ELECTRIC 
Repair electric irons. 
Fill empty sockets. 
Exchange 

lamps. 
Increase cp. from 16’s to 
25’s and 50’s. 
Replace burned out fuses. 
Replace decorated oil 
lamps with 
lamps. 
Repair broken switches. 
Repair key sockets. 


burned out 


electric 


Exchange blackened 
lamps. 

Satisfactorily explain 

high electric bills, etc., 


etc. 
GAS 


Adjust gas ranges. 

Repair gas leaks. 

Satisfactorily adjust poor gas light com- 
plaints. 

Repair gas ranges. 

Install flue pipe on gas range. 

Adjust Bachus heaters and grates. 

Flush water heaters. 

Explain gas broiler. 

Put in new gas tips. 

Loosen and oil burner cocks. 

Adjust Welsbach light, etc., etc. 


In view of the fact that we at one 
time supposed that a gas or electric 
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consumer having a complete equip- 
ment of gas and electric appliances, 
was not a prospect for additional con- 
sumption, it is surprising and gratify- 
ing to find from comparisons taken be- 
fore and after the solicitor’s visits, that 


through the improved service we are 
receiving an added revenue. This 
demonstrates conclusively that a com- 
pany is well paid in organizing and 
maintaining a Good Service Depart- 
ment. 








A Dollar Idea 


By T. O. Kennedy, Representative 
Montgomery Light & Water Power Co., Montgomery, Ala. 


. majority of complaints on high electric bills are made by 
consumers who think their meter is running too fast for the 
amount of light used. To educate this class of consumer in the 
value of lamp-hours as registered on the meter, I got up a little 
chart showing monthly bills for any number of sixteen candle- 
power lamps burning any number of hours per night. 

When a high bill is presented at my desk I listen very care- 
fully while the consumer tells me how very little light is really 
used at his house, noting on my blotter the length of time he says 
the lights in the different rooms are turned on each night. Then 
producing my little chart, I show him, from his own figures, what 
his monthly bill should be and explain just how I figured it. 

In nine cases out of ten the bill as figured amounts to more 
than the one he is complaining of, and thus it is easy to send the 
man away feeling that he is getting all he is paying for. In the 
tenth case I find by a few careful questions that he was too con- 
servative in his statement as to his burning hours and very often 
that he had forgotten the dinner his wife gave or the time he had 
friends up to play whist. In the long run the consumer has a better 
understanding as to why ten lamps burning one hour is the same 
as one lamp burning ten hours so far as the meter is concerned. 

Since beginning the use of this chart the number of request 
tests has been materially decreased and in addition the consumer 
handled in this manner is better satisfied than if we had merely 
tested his meter and notified him that it tested O. K. 









































‘Electricity the Means—Publicity the Result’’ 


The Dayton Publicity League Adopts a Slogan 


UT in Dayton, Ohio, a num- 

ber of the merchants, news- 

paper people and _ business 
men have formed a club called the 
Dayton Publicity League, its pur- 
pose being to study and advance the 
cause of advertising. The accom- 
panying illustrations were secured 
through the courtesy of Mr. H. W. 
Chase, Contract Agent, the Dayton 
Lighting Company, and are inter- 
esting evidence of the manner in 


which the virtues of elec- 


over each one of the pool and bil- 
liard tables in their club rooms. I 
desire to call your attention to this 
method of lighting the table; first 
—on account of its efficiency; sec- 
ond—on account of the moderate 
initial cost. This five light fixture 
as shown in the photograph, com- 
plete, without lamps or reflectors, 
costs $3.33. We are using in this 
fixture 5—40-watt tungsten lamps 
with the focusing Holophane reflector. 





trical advertising have 
been brought squarely be- 
fore the Dayton public. 

The Publicity League 
has recently installed an 
illuminated sign above the 
entrance to their club 
rooms which bears this 
inscription : 


— ELECTRICITY — THE MEANS — 


— PUBLICITY —THE RESULT — 
-THE DAYTON PUBLICITY LEAGUE- 


This is a pretty broad 
and definite statement of 
policy, and in line there- 
with the club rooms have 
been equipped with a 
model installation of tung- 
sten fixtures of original 
design. 

Referring to the photo- 
graph of the billiard room, 
Mr. Chase writes : 

This is a special home- 
made lighting fixture 
which we installed 





A Home-Made Tungsten Fixture in Dayton, Ohio 
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“I might further add that these 
club rooms are lighted throughout 
with tungsten lamps scientifically 
arranged. Electricity occupies a 
recognized position in the advertis- 
ing field in Dayton. Some of us 
can remember when the merchant 
absolutely refused to figure the 
lighting of an electric sign as an ad- 
vertising expense. We can also re- 
member even after convincing the 
merchant that this was actual ad- 
vertising and that the expense 
should come under that appropria- 
tion, how difficult it was to convince 
the newspaper that the electric 
lighting company in their solicita- 
tion were encouraging the use of 


newspaper advertising and suggest- 





ing the electric sign as a means of 
increasing its value. 

“Taking these facts into consid- 
eration, it affords us great pleasure 
to take an active part in the Adver- 
tisers Club where merchant, news- 
paper man and the electric light 
salesman may exchange their adver- 
tising ideas and to know that over 
the entrance the sign ‘ Electricity 
the Means—Publicity the Result’ is 
burning its message into the minds 
of our prospective customers. It is 
also very gratifying to sit in these 
meetings and listen to our most 
popular and prosperous merchants 
commend the use of electricity as 


a means of increasing their busi- 


ress.” 





Sign Over the Headquarters of the Dayton Publicity League 
































‘*Tactful Relations With Customers’’ 


IV. Keeping Your District Sweet 


By HERBERT ALDEN SEYMOUR 


OVE! Youhave yournerve right 
with you,’ remarked the new 
solicitor as he and his companion, 
an older member of the contract de- 
partment, left the store of the customer 
who had been kicking, apparently just 
for the mental exercise. “I was trying 
to handle him with gloves yesterday, 
but I see he needed firmer treatment.” 

““Gentle methods are safe practice 
while you are new to the game, and 
especially when you don’t know the 
peculiar tactics 
of the custom- 
er,’ replied the 
other. ~ But 
don't let them 
bluff you. You 
are a bit soft 
vet, and inclin- 
ed to think that 
people are do- 
ing us a favor 
by using our 





approach. Don't worry about it, but 
just regard yourself as a walking lung 
tester for a month or so.”’ 

“Thank you. Hereafter I'll emit a 
horse chuckle when one of these smart 
Alecs tries to reach me in that way for 
a rebate, a funny deal, or some free 
wiring. And by Jove! The next time 
one of them calls me a robber and a 
con man, I'll swing on him!”’ 

“There you go,” said his friend, 
“from one extreme to the other. I’ve 
noticed that 
fiery, untamed 
spirit of yours, 
and it will 
short-circuit 
your career as a 
representative 
of the company 
if you let it. 
Moreover, such 
bloodthirsty 
and vengeful 


“The Grand Old How!”’ 


service, and 

that you are selling them something 
they don’t want. Let me give youa 
pointer: until you get away from that 
false attitude every sharp business man 
will know you for a mark, and your 
life will be a burden. Some of them are 
always ready to seize an opportunity 
to get concessions from the company 
through your inexperience. A new 
man in the district means to them that 
the time is ripe for a grand old howl. 
Perhaps they can get something out 
of you if they howl loudly enough, so 
they make the welkin ring at your 





tactics are pen- 
alized under the ordinances. A fine 
advertisement it would be for the 
company, to have the papers print a 
front page scare-head over a lurid item 
detailing the savage and unprovoked 
assault on a peaceable tobacconist by 
a minion of the grasping and soulless 
corporation, hired to intimidate the 
public, and to enforce its extortionate 
mandates. How it would boom busi- 
ness! How all the timid old ladies 
would keep the busy signal up on all 
our incoming *phones beseeching the 
company to have one of its nice enter- 
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“T might further add that these 
club rooms are lighted throughout 
with tungsten lamps scientifically 
arranged. Electricity occupies a 
recognized position in the advertis- 
ing field in Dayton. Some of us 
can remember when the merchant 
absolutely refused to figure the 
lighting of an electric sign as an ad- 
vertising expense. We can also re- 
member even after convincing the 
merchant that this was actual ad- 
vertising and that the expense 
should come under that appropria- 
tion, how difficult it was to convince 
the newspaper that the electric 
lighting company in their solicita- 
tion were encouraging the use of 


newspaper advertising and suggest- 
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ing the electric sign as a means of 





increasing its value. 

“Taking these facts into consid- 
eration, it affords us great pleasure 
to take an active part in the Adver- 
tisers Club where merchant, news- 
paper man and the electric light 
salesman may exchange their adver- 
tising ideas and to know that over 
the entrance the sign ‘ Electricity 
the Means—Publicity the Result’ is 
burning its message into the minds 
of our prospective customers. It is 
also very gratifying to sit in these 
meetings and listen to our most 
popular and prosperous merchants 
commend the use of electricity as 


a means of increasing their busi- 


ress.” 











Sign Over the Headquarters of the Dayton Publicity League 





























Tactful Relations With Customers’’ 


IV. Keeping Your District Sweet 


By HERBERT ALDEN SEYMOUR 


OVE! Youhave yournerve right 
with you,’ remarked the new 
solicitor as he and his companion, 
an older member of the contract de- 
partment, left the store of the customer 
who had been kicking, apparently just 
for the mental exercise. “I was trying 
to handle him with gloves yesterday, 
but I see he needed firmer treatment.” 

“Gentle methods are safe practice 
while you are new to the game, and 
especially when you don’t know the 
peculiar tactics 
of the custom- 
er, replied the 
other. ~*~ But 
don't let them 
bluff you. You 
are a bit soft 
vet, and inclin- 
ed to think that 
people are do- 
ing us a favor 
by using our 


“The Grand 


service, and 

that you are selling them something 
they don’t want. Let me give youa 
pointer: until you get away from that 
false attitude every sharp business man 
will know you for a mark, and your 
life will bea burden. Some of them are 
always ready to seize an opportunity 
to get concessions from the company 
through your inexperience. A new 
man in the district means to them that 
the time is ripe for a grand old howl. 
Perhaps they can get something out 
of you if they howl loudly enough, so 
they make the welkin ring at your 








approach. Don’t worry about it, but 
just regard yourself as a walking lung 
tester for a month or so.”’ 

“Thank you. Hereafter I'll emit a 
horse chuckle when one of these smart 
Alecs tries to reach me in that way for 
a rebate, a funny deal, or some free 
wiring. And by Jove! The next time 
one of them calls me a robber and a 
con man, I'll swing on him!”’ 

“There you go,” said his friend, 
“from one extreme tothe other. I’ve 
noticed that 
fiery, untamed 
spirit of yours, 
and it will 
short-circuit 
your career as a 
representative 
of the company 
if you let it. 
Moreover, such 
bloodthirsty 
and vengeful 
Old Howl” 

tactics are pen- 
alized under the ordinances. A fine 
advertisement it would be for the 
company, to have the papers print a 
front page scare-head over a lurid item 
detailing the savage and unprovoked 
assault on a peaceable tobacconist by 
a minion of the grasping and soulless 
corporation, hired to intimidate the 
public, and to enforce its extortionate 
mandates. How it would boom busi- 
ness! How all the timid old ladies 
would keep the busy signal up on all 
our incoming *phones beseeching the 
company to have one of its nice enter- 
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taining young men call. Bingo!” 

‘That's all right,’” responded the 
youngster, but I believe that a man 
ought to maintain his self respect, and 
defend the good name of his house.” 

“Correct. But roughhousing it with 
a customer never helped him do either. 
Of course you can’t entirely ignore it 
when a fly-by-night dead-beat makes 
a big kick on the bills, clearly for the 
purpose of delaying payment, or to 
save his discount, and refers to the 
company and its men as a gang of 
horse thieves, pirates, swindlers, graft- 
ers, and otherwise undesirable citizens. 
[ know it’s hard to hear his undying 
antipathy to your personality express- 
ed in coarse and undignified comments 
on the color of your hair, your cheap 
but stylish clothing, and your general 
physiognomy; and I don’t urge you to 
apologize for your own existence, and 
the company’s methods. But I do 
counsel you to maintain a calm and 
unruffled demeanor, and, if possible, 
tocut short the other's tirade by a crisp 
suggestion that he can accomplish 
a good deal more for himself by decent 
methods.” 

“That's hardto do. I don’t believe 
it would prove effective with some of 
the ugly ones. They'd regard it as 
weakness.” 

“Not if you maintain the attitude. 
The minute they realize that all their 
rough-neck tactics and lurid conver- 
sation are wasted and fall harmless on 
your armor of self respect and quiet 
business-like bearing, they are afraid 
of you. The bluster blows itself out 
with startling suddenness from then 
on. It only requires endurance on your 
part, and a look of your eye, a poise 
of your whole body, and a manner of 
speech, all expressive of absolute self 


control attuned to meet anything, to 
make you master of the situation. It’s 
a fine training my boy. Act as if 
you represented the president of the 
company personally, and don’t over- 
look the mollifying influence of a 
‘buy’.”’ 

The other, whose cheeks had burned 
at the recollection of one of his trials, 
and whose carotid artery pulsed visibly 
when he thought of that low-browed 
calumniator of his company, grinned 
rather sheepishly and unloosed his 
clenched fingers. 

“You're all right,’” said he, admir- 
ingly. © But I have just enough of the 
primitive man in me to wish soulfully 
for five minutes of Queensberry rules 
inacase like that. Just to givea brute 
like McFarlan the smarty look doesn’t 
seem adequate.” 

‘Well’, said the other appreciative- 
ly, of course, if he starts trouble—. 
But it’s too hot for this kind of talk. 
How have you been getting on with 
the residence business ?”’ 

‘'First rate, in wired houses; but I 

find it hard to persuade people to wire 
up forit. They are afraid our wiremen 
are regular cutups as regards their 
walls and ceilings. But I’ve seen 
some wonderful jobs done by our 
construction department, and the way 
they can fish’ through to the outlets 
isa marvel. I told a man yesterday 
that they could put the traditional 
camel through the needle’s eye without 
the animal knowing it.”’ 
Get a list of recent jobs which we 
have done nicely and without much 
disturbance, and arrange to show 
them. That's the policy. I know a 
dozen of such.”’ 


That's a good suggestion. By the 
way, you seem to have made yourself 
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strong, personally, with a lot of these 
residents. Ihave responded to several 
calls for you that have surprised me. 
For instance: I went over to Jones’ 
place yesterday expecting to sign a 
contract for lighting, and found they 
were old customers. Mrs. Jones just 
wanted a couple of lamps colored for 
her green room. I explained that she 
could leave them at the office and | 
would see that the matter was attended 
to, but that wasn't what she expected. 
So I conversed a little further and was 
confirmed in some suspicions of you. 
| believe you've 
been playing 
errand boy for 
this whole dis- 
trict and my job 
as your success- 
or, looks differ- 
ent in that light. 
How about it?” 

“What did you 
do about Mrs. 
Jones’ lamps ?”’ 
asked the other, 
repressing a 
smile. 

“Why—l took 
‘em along. And I've got ‘em in my 
pocket now, on my way back, coloreda 
beautiful soft green. I'm just hoping 
that she won't want an electrotherm 
blanket for that Mexican dog of hers, 
just about the time I get there. | 
haven't one with me.”’ 

“You'll make a= solicitor yet,” 
laughed the older man, slapping him 
on the back. “Now don’t you worry 
about being an errand boy; first, be- 
cause, though you may have struck 
two or three such cases already, you 
will not be bothered with many in the 
course of a whole year; and, next, 








Teasing Out the Middle Distance 


because you must expect to look after 
little details for customers from time 
to time as a part of the service the 
company renders. Your duty is to see 
to it that that service, in your terri- 
tory at least, is up to the mark all the 
time. Call on your customers when 
you can, and welcome every chance 
to vary and round out the service. It 
is a mighty good investment and 
comes cheap, as you will find out 
when the bills get big in winter. And 
in no other way will you be able to 
sell lighting customers so many elec- 
tric utensils and 
attachments, 
most of which 
help the day 
load. 
“Another 
good result will 





be that you can 
frequently fix a 
loose socket, or 
adjust a sewing 
machine motor 
more perfectly, 
or suggest a 
chain-pull socket 
for a high fixture 
where there is no wall switch; and 
you will find lots of little things to 
improve that will make you and the 
company strong with the customer; 
and that’s what we are here for. 
“One of the strongest plays I occa- 
sionally make is to admire some pic- 
ture that happens to be poorly lighted, 
enthusing over its artistic possibilities 
with proper illumination. A_ true 
lighting solicitor can discover atmos- 
phere, technique, and tone poetry in 
a chromo, and show how a picture- 
lighting fixture would bring out the 
middle distance. Look for the signa- 
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ture, and if there isn’t any, claim that 
you never could pronounce those 
French names.” 

“I suppose the portrait of some 
ancestor would be a dandy subject,”’ 
said the other. “It could be made to 
look so lifelike.” 

“Yes, unless you're talking to the 
man of the family about the counter- 
feit presentment of his wife’s mother. 
Another telling stunt is eager solici- 
tude for the most perfect effect in 
lighting a handpainted lamp shade, 
or homemade arts-and-crafts lantern. 
One such object properly cared for in 
the lighting scheme makes the custo- 
mer your friend forever. And don't 
overlook art or stained glass windows 
and skylights. You can put a whole 
lot of lamp hours behind one of those 
if you go at it sympathetically. I find 
that human nature tends to regard 
these things more carefully than the 
proper light for the children to study 
by. And as long as half the business 
in this world goes, like kissing, by 
favor, you might as well do all you 
properly can to get the favor.”’ 

As they turned the next corner the 
former agent of the district instantly 
noted a new arc lamp installation. 

“Hello!”’ he exclaimed, “Marks & 
Jacobs with two new arcs in front of 
their windows, eh? Well, that’s fine. 
They are about the tightest in a very 
tight and poorly lighted business 
block. How are they paying for 
them ?”’ 

“By the week. They've had them 
two weeks now, but I don’t feel sure 
of holding them. I had to make a 
cancellation agreement there.”’ 

“Have you worked up the neigh- 
bors much? They ought to be getting 
anxious about it by this time.”’ 


“They don’t work up easily. I’ve 
tried.” 

“My boy, the thin edge of the wedge 
is inserted. Follow it up. 
all again and go the limit. 
drive of it. 


Try ’em 
Make a 
Here's one customer with 
Now that will help you to 
get some of the neighbors. Act quick- 
ly. Then these people will have to 
stick. You have a 
bully chance to work both ends against 
the middle. 


two arcs. 


Don’t you see? 


Why, this is just one of 
those little business jackpots that is 
worth every effort to win it,—worth 
more than money to the man with a 
business instinct. Go to it. If you 
can light up this block the ‘old man’ 
will have you in his good book, sure. 
This is different from the case of 
yesterday when your German friend 
walked into the office and said he 
wanted to buy ‘a_horse’s power.’ 
These people don’t know what’s good 
for them, and must be induced to ex- 
periment. 

“Then rush your installation here, 
too. Don't let anything delay one of 
them. Have them done just right, 
and get them started, at least, with- 
out delay. Inthat respect always try 
to stand so well with the construction 
department, or the contractors, that 
they will willingly do their best on 
any job of yours. You may not have 
found it out yet, but there is no impa- 
tience like that of the new customer 
for his installation, especially if he has 
consistently turned you down for two 
years previously. And jts a shame, 
then, to start your actual dealings 
with him with mistakes or tedious 
delays that make him sore or disgust- 
ed before a watt is registered. 


“Tf you remember all these sugges- 
tions, and occasionally act on them, 
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you will not only have very little your district is largely that of your 
trouble but you will positively achieve own disposition leavening the whole 
popularity, and success will be easy. lump.” 

Qn the other hand, a lazy solicitor “The old scout speaks with a 
will let his district get sour, because single tongue,’’ replied the young- 
the automatic business mechanism is ster,’ and his words of wisdom are 
incapable of inspiring the full measure heard with joy by the young warrior. 


of esteem. Personal attentionis what I see it is up to me to make the 


turns the trick, and the sweetness of molasses.’’ 
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The Dayton Lighting Company, Dayton, Ohio 


HE co-operation of the electrical contractors and electrical 

sign builders is really a necessity in making working condi- 
tions ideal in a city of 50,000 or more inhabitants, but the spirit of 
co-operation may be carried in many other channels, if the propo- 
sition is properly handled. 

The Dayton Lighting Company being very anxious to obtain 
bill-board lighting directed the efforts of their sign expert along 
these lines. Working the individual advertisers met with very 
little success, and it was decided that we were expending our 
energy in the wrong direction. So I called on the sign painters, 
explaining that the Manager had requested me to explain to them 
personally the large number of prospects who were about to have 
large signs painted and illuminated at night. As the sign painter 
would be benefited directly, we suggested that a reflector be placed 
over his own sign and lighted every night until 11 o’clock simply 
to show the effect of different colors under light and to impress the 
prospective advertisers that he (the sign painter) had confidence in 
the proposition. 

By using this argument, bill-board lighting was successfully 
launched, and best of all considerable revenue was derived from a 
class of business that is ordinarily hard to interest in electrical ad- 
vertising as they consider the electric sign their competitor. 
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A Two-Year Campaign in Leavenworth, 
Kansas 


The Story of Results from Consistent Effort in a City of 30,000 


Ry 


HE first step towards the in- 

troduction of electrical heat- 

ing devices began in this city 
on October 8th, 1906. Public dem- 
onstrations were given at this time 
in a building rented for that purpose 
in the down town section. Special 
invitations were sent out to about a 
thousand of the resident families of 
the citv. We employed a lady dem- 
onstrator to begin the introduction 
and first education along this line. 
The attendance at these demonstra- 
tions, which lasted for one week, 
was encouraging and the interest 
shown proved to us that a com- 
paign towards the future introduc- 
tion of heating appliances in the 
homes would be an assured success, 
but there were many difficulties to 
overcome in this campaign. 

The electric lighting business, at 
this time, was mostly confined to 
the business section of the citv and 
only a few in the resident sections 
were using current for lighting. 
Natural gas was being furnished to 
most of the homes at 25c. per thou- 
sand, and our lines radiated to only 
certain sections of the city. There 
must be a beginning, however, so 
we employed a man experienced in 
the soliciting end to start the ball 
rolling. He made a house to house 
canvass for the introduction of elec- 
tricity into the homes, employing 


By B. J. Lonc, MANAGER New Business Dept. 
THE LEAVENWORTH Licut, Heat & PowER Co., 


LEAVENWORTH, KANSAS 


all the various available means to- 

wards its introduction, using 
pamphlets on the electrical heating 
devices asa wedge. The business sec- 
tions of the city were flooded with the 
various pamphlets of the General 
Electric Company, the Pacific Elec- 
tric Heating Company, the Ameri- 
can Electric Heating Company, the 
Simplex Electric Heating Company, 
and various other manufacturers of 
household electrical appliances. The 
newspapers carried our. daily ad- 
vertisements, which were changed 
every few days. It was soon noticed 
that the public began to look up 
and take notice, for with gas at 25c. 
per thousand, most people had be- 
lieved that they were getting their 
fuel and light too cheap for compe- 
tition. 

The first vear’s work was very 
hard and seemed almost a waste of 
time and money, producing very 
little results, but we had laid the 
foundation well. Public demonstra- 
tions were given occasionally dur- 
ing this period and we could see 
each time that the people were be- 
coming more and moré interested. 
They began to realize that electric- 
itv and its various applications were 
here to stay. Gas at 25c. per thou- 
sand was indeed cheap, but when 
they took into consideration, the 
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replacing of mantles and _ globes, 
the uncleanliness and the unsanitary 
conditions caused by its use, the 
cost of the maintenance of these 
began to show greatly in favor of 
electricity. 

As a result of our strenuous cam- 
paign, we placed ourselves among 
the boosters of our town, and the 
city began to show a lively interest 
Many 


new houses were built in the past 


in modern improvements. 


two vears and our solicitor was 
alive to what was going on and was 
out among them. The results were 
that all new houses were wired and 
the occupants began using the cur- 
rent for lighting. They found it 
cheap and told their neighbors. 

Efforts were made with great suc- 
cess to introduce current for light- 
ing working sections of the city. 
For instance, we would take one 
square and devote a great deal of 
time in this section, getting one or 
two consumers to use the current. 
The effect upon the rest in the vi- 
cinity soon began to show. In the 
meantime, our lines were run out to 
various districts of the city where 
there was neither gas or electricity, 
and in these sections, we secured 
good business as a starter. 


By the beginning of the vear 1909, 
our residence section showed a gain 
of about 200 homes wired. This 
gave us a good field to work in on 
electric heating and other household 
appliances. Every opportunity was 
taken to advance their sale, through 
the newspapers, public demonstra- 
tions, etc. We inaugurated a 
monthly demonstration of electrical 
heating devices, given in our office 


on the 10th of each month, the last 
discount day, and in this way, we 
are able to come in contact with 
the majority of our gas consumers, 


securing good results. 


In various other ways, we were 
able to reach the public directly. 
Only recently, we installed an elec- 
trical booth at an old time German 
lair, putting on display all of our 
electrical heating and cooking de- 
vices. The various types and sizes 
of tungsten lamps, we compared 
with the carbon filament lamps, and 
this demonstration, reaching ap- 
proximately over a thousand people 
in the course of a week, in our esti- 
mation, has done wonders in paving 
the way towards more electricity in 
the homes and consequently more 
appliances. 

We have lately added two more 
district representatives, also one 
lady demonstrator, who is now fol- 
lowing up our prospects and meet- 
ing with good results. Personally, 
I believe that in any town of 5,000 
inhabitants, a lady demonstrator 
can be emploved with great success 
to the central station. She can 
reach the home in many ways better 
than a man, by getting in closer 
contact, in a social way, with the 
ladies of the house. While on this 
subject, I would always recommend 
a lady demonstrator for this work 
from the local town people, one who 
perhaps is known among the resi- 
dents of the citv. She must be first 
well instructed, knowing how to 
handle the various appliances, and 
their cost of operation under various 


conditions and should be carefully 


taught by an experienced person, to 
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be able to answer any and all ques- 
tions that may arise. She should 
begin by securing the interest of the 
consumer, and at that time, teach 
them the many ways of using elec- 
tricity for its various applications. 
In this way, she will soon become a 
favorite among the consumers and 
of great value to the central station. 
Our lady demonstrator, who has 
been employed for the past month, 
has placed about 30 irons. 

It may be amusing to you to know 
to what purposes some of these 
electrical appliances have been used 
in this city other than that for which 
they are intended. Only recently, 
one of our gas consumers, who also 
has electricity in his home, was tell- 
ing the writer that he wished some 
kind of a little heater to warm the 
baby’s milk. Not having a_ hot 
water electrical heater, I sent out 
one of our shaving mugs. The con- 
sumer found that it answered the 
purpose and is much pleased as the 
result. Recently when our gas went 
out for a number of hours, parties 
using electricity in their homes, 
came and purchased irons and in- 
verted stands and prepared light 
cooking upon the bottom of the 
irons. In one case in particular, 
coffee was prepared and bacon and 
eggs were fried on the bottom of 
the iron for breakfast. Six and 
seven inch disc stoves have been 
sold to a number of parties for light 
cooking. The heating pads are 
gradually finding a place in the elec- 


trical homes; the toasters are a 
favorite among the people; sewing 
machine motors and washing ma- 
chine motors are gradually begin- 
ning to interest the people and sev- 
eral have been installed. 

Summing up the first two years 
of our campaign along these lines, 
we feel that our efforts in the mat- 
ter of education have not been spent 
in vain, for we are now beginning 
to show results. We have at pres- 
ent on our lines approximately,— 
125 irons, 6 chafing dishes, 8 toast- 
ers, 3 washing machines, 4 sewing 
machines, 10 disc stoves, 6 shaving 
mugs (which are also used for 
sterilizing), 3 cigar lighters, 2 750- 
watt electric luminous radiators, 6 
water heaters and 10 heating pads. 
We have no record, at present, of 
the number of appliances in use at 
the army post at Fort Leavenworth, 
which is also supplied by our lines. 
They are, however, large users of 
these appliances. The present hos- 
pital and mess hall are using coffee 
urns, water heaters and sterilizing 
cups and the new hospital, now in 
the course of construction, will be 
heated entirely by electricity, using 
the appliances wherever needed 
throughout. 

We therefore feel that our field in 
this direction, in this city of 30,000 
inhabitants, is growing, and within 
the next two years, we expect to 
more than double our present in- 
stallation of electrical heating and 
cooking devices. 

















Advertising—Direct and Indtrect 


By Duncan T. CAMPBELL, MANAGER NEw BusINEss DEP? 
ScRANTON ELectric Co., SCRANTON, Pa. 


Abstract of paper read before the Pennsylvania Electric Association at its Second Annual 
Convention, held at Eagles Mere, Penna., September 8, 9 and 10, 1909 


N formulating a campaign of 
publicity for a central station 
a number of conditions which 
exist only in public service business 
must be met squarely and overcome 
before the central station can be said 
to be well advertised. 
accused of 


You will be 
neglecting small con- 
sumers for large ones, of discrimi- 
nating and of discourtesy. This is 
your own fault. You 

have not. properly 
reached the public 
through your adver- 
tising. If you want 
the truth about your 
business and its meth- 
ods known to the 
public, it lies entirely 
with you to 
them. 


teach 


To secure the best 
should 
train a man in your 


results you 


employ, a commercial 
man if possible, to 

Pick out 
train him in the 


do your advertising. 
writ- 


ing of your copy, and the forms 


a man, 


understand 
what is going on in your plants, 
put him in touch with the 
forward movement of advertising 
over the country and supply him 
with the magazines relative to the 
subject. 


of display, have him 


No man can advertise a 


central station unless he under- 
stands thoroughly these three 
points, Selling, Advertising, and 





Duncan T. Campbell 


Electrical Practice. You cannot ad- 
vertise a clothing store without a 
knowledge of dry goods, nor can 
you advertise electricity, which is a 
thousand times more involved, un- 
less you understand electricity. 
The public understands very little 
of electricity; more than that, the 
public is afraid of electricity. It is 
afraid of the central station. There 
lies your first point. 
See to it that every 
piece of copy which 
leaves vour office has 
a tendency to explain 
electricity in some 
one of its forms. See 
to it that 
which you sign is the 


every ad 


bearer of a message of 
confidence from you 
Make 
the people understand 
that 
there to serve them 
and that to 
them is your business and that you 


to the public. 
electricity is 
serve 


are doing your level best to make 
your service so good, so uniform and 
so impersonal that you are asking 
them for their confidence. 

Each separate season brings a 
new demand on the central station 
for timely uses of electricity. Fans, 
refrigerators, cooking appliances in 
summer, radiators in fall and winter, 
heating coils in the spring and fall, 
all are revenue producers and each 
should be pushed hard in its own 
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time. A good appliance ad backed 
up by a hard talk by a representa- 
tive of your commercial department, 
will do a lot more towards selling 
the appliance in question and the 
current it consumes than will an ad 
dealing simply with the efficacy of 
electricity. Granted that your 
“peak” load is a good one, it is just 
as well to have an appliance load 
which will show on your charts as 
not to have one. Often a little well 
timed advertising, written so as to 
appeal to the people of your com- 
munity will be the means of start- 
ing just such a load. 

Do not simply take space in your 
local newspaper because you want 
to “jolly” them. That is silly. No 
newspaper whose opinion carries 
any weight can be jollied into wrong 
speech by a few columns of adver- 
tising. On the contrary, take the 
space because you want to tell the 
people what your product is and 
what it can do for them. 

\Vrite every ad so that vour office 
boy can read it to vou and make 
coherent sense of it. Make your 
talks in the newspapers so sharp, so 
concise and so clean that they will 
appeal to your wife or mother. The 
other fellow has a wife or mother 
and she will see the bad points as 
quickly as will the ladies of vour 
family. 

Be careful of the make-up of the 
ads you use. A good make-up, well 
designed, will catch the eve and in- 
vite a reading even if the subject 
of the ad is out of the province of 
the reader, and every ad of yours 
that is read adds a little to the 
stamping of your name and business 
on the mind of the consumer. 


Be progressive. You cannot tell 
all vou have to say in the columns 
of a newspaper. Therefore reach 
out and tell it over the signature of 
your manager. Put out a booklet. 
Tell about meters, about lamps, 
about appliances, about motors. Ad- 
dress each booklet to one subject 
and see to it that it reaches the class 
of people who will be interested in 
that subject. 

Make up a mailing list from your 
directory and sort that list into 
classes. People who are interested 
in motor-drive will not bother about 
an electric curling iron, and people 
who are interested in wiring will 
not want to take electric radiators 
at first. Address to each class of 
customers and prospects the particu- 
lar literature in which that class is 
logically interested. What is good 
stuff for the homes of your merchant 
class will not go in the homes of 
your mechanics, so don’t try to 
make it. 

If you are making an installation, 
tell about it in an interview. Don't 
say you are installing a fifteen hun- 
dred kilowatt turbine. Tell them 
that such and such a company is 
putting into their plant a machine 
which will supply energy enough 
for so many thousand lamps. The 
papers will carry it, for whatever 
pertains to a public service corpora- 
tion interests the people. 

Demonstrate. If you haven't a 
display room, make one. Explain 
the meter. Put your appliances to 
work. If you need hot water, make 
it electrically. Give coffee and tea, 
made electrically, in the cold spell, 


and keep on giving it. You cannot 
sell an appliance which has not been 
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explained and as yet no better meth- 
od of explanation has been devised 
than showing that appliance at 
work. In summer, use that same 
salesroom as a rest spot for the citi- 
zens of your town. Offer them ice 
water, keep the place clean and 
cool with your fans. Offer them the 
use of your telephones, and make 
no charge for such service. 

Use your show windows. Keep 
them immaculate. Make displays 
of the proper method of window 
lighting. The little trouble and cost 
of changing the lighting system is 
part of the regular expenses of ad- 
vertising and will bring in big re- 
turns. One week, run a clothing 
store window in which you can use 
your tungsten lamps, again, an ap- 
pliance window in which your ap- 
pliance is at work. A window in 
which an electric motor drives a real 
machine will draw a crowd and vou 
have a chance to show the tremen- 
dous power of the little motor. A 
florist’s window lighted with a 
Cooper-Hewitt lamp 1s a good idea. 
Try to have something novel in 
your windows all the time and tell 
the people to come and see it. 


Don't make use of any advertising 


that you would consign to your own 
waste basket if someone sent it 
to you. 

Follow up your advertising. Don't 
rely entirely upon your copy to 
bring the immense returns you look 
for. Help it out with your selling 
f TCC. 

Co-operate with the city move- 
ments—the “City Beautiful,” the 
playgrounds, parks and_ bridges. 
For the good will of the public cre- 
ated thereby is an asset that cannot 
be measured in dollars and cents. 
If there is an exhibition or a civic 
carnival, do some pretty and clever 
advertising, convincing the specta- 
tors that you are leading the prog- 
ress parade. Therefore, co-operate. 

Turn your advertising then into 
such channels as will increase the 
confidence of the people in you. 
Turn it to good use. Make it talk 
sense. People are interested in 
saving money. Tell them how to 
do it. Play the advertising game 
squarely and above board and never 
make an assertion in print that vou 
do not mean to carry out. 

Spell the word PEOPLE in capi- 
tal letters and tell them why you are 
doing what you are. 
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Our Business and Yours E 





A Chance to Further a Good Fight 
E have been watching with 
keen interest and a strong 
sympathy, a single handed 

struggle for progress down in the lit- 
tle city of Dover, Delaware. A con- 
tractor has been fighting for a day 
service from the municipal plant. 

Dover is a town of 2500 people 

Up to this 

year all the wiring and repair work 


with a small town plant. 


was handled by the station but as 
they had been charging only for the 
material it was not a paying proposi- 
tion. They decided to discontinue 
\Valton, 


move up 


and invited Mr. Irving k. 
from 
Bridgevil le, Del., 20 miles below. 


a contractor, to 


Mr. Walton went before the Coun- 
cil and agreed to set up a contracting 
establishment in Dover, if the town 
would provide day service. The 
Council in turn promised to run the 
plant 24 hours a day, if sufficient 
business could be secured to justify 
it. Walton hung out his sign in 
Dover and set to work to find day- 
time business. Seventy-five people 
signed the petition and the margin 
was safe, but before the petition 
was presented there was a town 
election and a new council was in- 
stalled. 


ated by a certain retired business 


This new body was domin- 


man whois an obstructionist appar- 


@ 
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ently interested principally in keep- 
ing down his taxes and unwilling to 
see the town progress for fear he 
might be forced to pay his share. 
The petition was referred to him 
as chairman of the Water and Light 
Committee. He promptly quashed 
it. Walton was apparently undis- 
mayed for he began a vigorous cam- 
paign of advertising in the local 
press and canvassed the individual 
members of the council, explaining 
the situation and endeavoring to 
impress them with the fact that 
Dover was robbing her citizens of 
comforts to which they were rightly 
entitled. In the newspapers he ad- 
vertised the full line of household ap- 
pliances and small motor driven de- 
vices and told the people to vote f 


iT 
a day service so that they could en- 
joy them. By the fifth of July, the 
next meeting, he felt that the coun- 
cilmen were all inclined to well dis- 
posed. Also he had developed 50 
eager fan prospects and a market for 
30 hp. in motors, to say nothing of a 
considerable assortment of current 
consuming appliances for household 
use. 

The meeting was held, but the ob- 
structionist talked down the progres- 
sives, and another 


meeting was ar- 
In the 
interval he kept up his newspaper 


ranged as a sop to Walton. 
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advertising, sent out cards to a large 
number of citizens explaining the 
value to them of constant electric 
service and redoubled his efforts 
townspeople. At the 


final meeting, Walton again present- 


among the 


ed his case, supported by a number 
of citizens in person, but the obstruc- 
tionist said that he had decided not 
to permit the venture, and as he was 
in control they would have to let it 
go at that. 
true. 


It was unfortunately 
Walton's fight goes on, how- 
ever, in preparation for another cam- 
paign next year by which time he 
hopes to have such a mass of data 
available and so strong a backing in 
the town that politics can no longer 
prevail. 

It is refreshing to see one man 
take up a good fight and scorn defeat 
and it is good to know that Walton 
in the end must win. He has all 
the weight of right on his side, and 
the focusing of popular attention on 
the issue will force it through. 

Mr. Walton appeals for data from 
towns of 2500 and 3000 population 
demonstrating the practicability of 
24 hour service. 


J 
xe 
Progress in Manufacture 

ROGRESS in the developing 

and perfecting of current con- 

suming apparatus and other 
electrical accessories so intimately 
and vitally effects the central station 


sales problem that it is of the ut- 
most importance that the man who 
sells electricity should keep in touch 
with this field. Hoping to render a 
real service to both our subscribers 
and our advertisers, along these 
lines, we begin in this issue a new 
department devoted to Progress in 
Manufacture. 

We will welcome contributions 
from any manufacturer and we hope 
that our readers will find them both 
interesting and profitable. 


OX? 


Catching Up 


WHILE back we took occa- 

casion to “josh” our good 

friend Cushing who fathers 
The Central Station’’ because the 
photograph he reproduced to head 
his “Monthly Review of the Techni- 
cal Press” showed among. other 
Electrical World 
and Engineer,’ ~ The American Elec 
“The Western Electrician,’ 
and “The Electrical Review.” Con 


solidations had reduced the four to 


magazines— = 7/x 


trictan, 


two long since, and moreover SELL- 
ING ELECTRICITY was not among 
those present, though there were 
other absentees. 

In the August issue of “The Cen- 
tral Station” a new cut appears and 
behold we find our magazine rest- 


ing comfortably on the summit of 
the stack. 
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News and Reviews 


“Electric St. Louis” 

The Union Electric Light and Power 
Company of St. Louis has recently contract- 
ed with the Electric St. Louis Publishing 
Company to furnish 20,000 magazines each 
month, which will be sent to consumers 
of electricity, and it is their intention 
to mail 5,000 additional copies each month 
to prospective consumers. The publishing 
company further agrees to distribute, 5,000 
copies of the magazines through drug 
stores, news stands and other business 
locations. 

Electric St. Louis is a new magazine, ‘“de- 
voted to the upbuilding of St. Louis elec- 
trically’’ and will contain nothing but articles 
and advertisements on electrical subjects 
and appliances. 


Vermont Electrical Association 


The annual convention of the Vermont 
Electrical Association was held at Burling- 
ton, Sept. 15 and 16. The first day was 
devoted to a business session and the sec- 
ond to a boat trip on Lake Champlain with 
luncheon at Hotel Champlain, Bluff Point. 

Illuminating Engineering Society Convention 

The third annual convention of the II- 
luminating Engineering Society will be held 
on September 27, 28 and 29 at the United 
Engineering Societies’ Building, 25 West 
39th street, New York. 

The exhibition feature of the convention, 
which was so successfully introduced last 
year, will be extended in scope during the 
coming convention. A historical and edu- 
cational exhibit will be arranged and in 
addition to this there will be exhibits by 
the manufacturers of the various commer- 
cial types of electric and gas lamps, acces- 
sories and fixtures. The exhibition will be 
especially valuable as containing a number 
of the latest developments in the produc- 
tion and utilization of light, which have 
not been heretofore publicly exhibited in 
this country. 

The following papers will be presented: 
“Ethics of Illuminating Engineering,” by 


E. L. Elliott. 


“Some Notes on Illuminating Engineer- 
ing Practice in Europe,” by H. Thurston 
Owens. 

“The Importance of Illuminometry in Prac- 
tical Hluminating Engineering,” by Nor- 
man MacBeth. 

“Efficiency of Lighting Installations,” by 
A. L. Eustice. 

“Shades and Reflectors,” by Dr. Louis Bell. 

“The Design of Reflectors,” by A. J. 
Sweet. 

“Diffusing Mediums,” by A. J. Marshall. 

“Absorption and Diffusion of Various 
Forms of Glass Surfaces,’ by Basset 
Jones, Jr. 

“Factory and Mill Lighting,” by L. B. 
Marks. 

“The Photometric Laboratory of the Na- 
tional Electric Lamp Association,” by C. 
QO. Bond. 

“The New Physical Laboratory of the Na- 
tional Electric Lamp Association,” by E. 
B. Hyde. 

“Modern Photometric Practice in an Incan- 
descent Electric Lamp Factory,” by 
Charles Deshler. 

“The Problem of Heterochrome Photome- 
try,” by E. S. Millar. 

“Description of a Demonstration Lighting 
Installation,” by W. C. Morris. 

“Discussion of the Efficiency of the Moore 
Light,” by Messrs. Hyde, Woodwell, 
Sharp and Millar. 


The society is fortunate in holding its 
convention in New York just at the time 
when the _ festivities incident to the 
Hudson-Fulton celebration are at their 
height. <A series of very attractive post 
cards has been sent out by the society to 
all members acquainting them with the de- 
tails of the coming carnival and it is ex- 
pected that there will be a large gathering 
of members from all parts of the country. 
A number of additional cards and invita- 
tions have also been mailed to the society's 
list by local manufacturers and publishers 
of the trade press, including SELLING ELEc- 


TRICITY. 
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Edison Convention 
The thirteenth convention of the Asso- 
ciation of Edison Illuminating Company 
was held at Briar Cliff Lodge, Scarbor- 
ough-on-the-Hudson from August 3lst to 
September 2nd. The attendance was very 
large. The convention culminated in a 
dinner to Mr. and Mrs, Thomas A. Edison 
to which a number of pioneer associates of 

Mr. Edison were also invited. 


Lights For Hudson Fete 

Some 10,000 men are adding to the elec- 
tric lights New York city always has in ser- 
vice, tens of thousands more for the Hud- 
son-Fulton celebration. The wiring of the 
four bridges over the East River has been 
completed, and fully half a million lights 
will be used in this public illumination. 
The battery of lamps which will illuminate 
the palisades will consist of some one hun- 
dred searchlights of several hundred thous- 
and candlepower. 

Private enthusiasm for illuminating the 
city will supplement the work by the muni- 
cipal authorities. It is planned to make 
Tifth Avenue from the Washington Arch 
to Fifty-ninth Street, one blaze of light, 
the Fifth Avenue Association having taken 
this enterprise in hand. Along the North 
River the steamship and railway piers are 
being strung with electric lights, and the 
people whose homes front the Hudson 
River are letting contracts for big illumin- 
ations.—Electrical Review Western Electri- 
cian. 


Greenhouse Advertises Itself by Electric Light 


An enterprising florist in Evanston, II1., 
calls attention to his business at night by 
simply illuminating his greenhouse by tung- 
sten lamps and letting the lights burn until 
10 p. m., when they are turned out by a 
private watchman. Sixteen 60-watt lamps 
are used, and the light shining through 
the glass makes the building conspicuous 
and apparently “on the job,” to use a slang 
phrase. There is light enough to readily 
read the florist’s sign. 

The greenhouse is not on a main street, 
but it is on the line of the Chicago & Mil- 
waukee Electric Railway, and passengers 
on that road cannot fail to see the brightly 
illuminated glass structure. Attention is 


thus directed to the proprietor’s business 
and he is well satisfied with the experiment. 
The North Shore Electric Company sup- 
plies the electricity, the rate being 10 cents 
per kw-hour for this service.—Electrical 


World. 


Successful Buckeye Conference 

The annual conference of the Buckeye 
Electric Company was held during the 
week of August 15th at Camp Buckeye, lo- 
cated on the lake shore some 18 miles east 
of Cleveland. Every branch manager and 
salesman in the employ of the company at- 
tended, twenty-four in all. 

Camp Buckeye, in both location and 
equipment, proved an ideal spot for the 
conference. The camp consisted of a 
dozen sleeping tents, a commissary tent 
presided over by Howie, the leading Cleve 
land caterer, and the “big top” under which 
were held the business meetings. Hereto- 
fore the Buckeye conferences have been 
held in hotels, and the novelty of a week 
of tent life proved a popular change to 
the men. 

3usiness and pleasure were mixed in 
about equal parts. Prior to their departure 
for camp, the party inspected the Buck- 
eye factory at Cleveland and were also 
made familiar with the work of the Engin- 
eering Department of the National Elec- 
tric Lamp Association. In camp, four 
days were given over to business sessions 
and one day to the entertainment of some 
twenty guests from the city. 

The Buckeye Company, while one of the 
oldest manufacturers of incandescent lamps 
in the country, is growing very rapidly, 
and it was the consensus of opinion of 
the salesmen present that the coming year 
would see a larger increase in incandescent 
lighting than ever before. 


Electric Vehicle Experting 
The Edison Electric Illuminating Com- 
pany, of Brooklyn, N. Y., has started a 
new campaign to develop the electric vehi- 
cle field and to increase its vehicle “load.” 
It has secured the services of an expert 
battery and vehicle engineer and letters 
have been written to every electric vehicle 
user in Brooklyn offering them his advice 

free of charge. —Electrical World. 
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Pennsylvania State Convention 


The second annual convention of the 
Pennsylvania Electric Association was 
held at The Forest Inn, Eagles Mere, Pa., 
on September 8, 9 and 10. This associa- 
tion was the first organization to become a 
state branch of the National Electric Light 
Association. The meeting was an unusu- 
ally interesting and enjoyable one from 
both the business and social standpoints. 
Eagles Mere is ideally situated in the heart 
of the Pennsylvania mountains amid a 
wealth of mountain and forest scenery. 
Among the social diversions were driving, 
boating, dancing, a natural scenic railway 
trip, aquatic sports, a baseball game and a 
corn roast. 

The following papers were presented: 


“Plant Eonomics with Special Reference to 
the Boiler Room,” by A. R. Cheyney, 
Phila. 

“Steam Heating in Connection with Central 
Station,” by Paul Muller, Erie. 

“Dollar Ideas,” by E. E. Whitehorne, Edi- 

tor, SELLING ELEctricity, New York. 

“Methods of Securing New Business,” by 
Van Dusen Rickert, Pottsville. 

“Co-operation with Contractors,” by W. C. 
Anderson, Plymouth. 

“Power,” by E. T. Penrose, Tyrone. 

“Commercial Effects of Tungsten Lamps,” 
by A. R. Granger, Chester. 

“Advertising, Direct and Indirect,” by D. T. 
Campbell, Scranton. 

“Lightning and Lightning Phenomena,” by 

Prof. E. E. T. Creighton, Schenectady. 
“Address,” by T. Commerford Martin, 

Editor Electrical World, New York. 
“Commercial Value of Constant and Eff- 

cient Service,” by E. B. Greene, Altoona. 

“New Methods and Specifications for 
Street Lighting,” by J. H. Perkins, 
Wilkes-Barre. 

The Third Annual New York Electrical Show 
The final details of the coming Electrical 

Show to be held in Madison Square Garden 

October 11th to 2lst, are rapidly nearing 

completion. 

One of the special features of this year’s 
show will be the great industrial exhibit 
representing manufacturing processes of 
all kinds utilizing electric drive. This ex- 


hibit will be of great interest to the hun- 
dreds of manufacturers in the vicinity of 
New York who are constantly on the look- 
out for every improvement that will in- 
crease production and promote the econ- 
omy of operation. 

The interior of the Garden will repre- 
sent the highest attainment of the decor- 
ator’s and illuminating engineer’s skill and 
will present a distinctly uniform appear- 
ance. More than 75,000 incandescent lamps 
will be used for illumination. 

The number of exhibitors who have al- 
ready taken space is far beyond expecta- 
tions, and very little space remains unsold. 


Emergency Lighting at Barcelona, Spain 
During the recent rioting at Barcelona, 
the gas and electric lighting plants being 
out of commission, the city was lighted 
by means of the search lanterns on the war- 
ships in the harbor.—Electrical World. 
Making Dresses by Electric Power 
The flexibility of electric power in the 
operation of machinery for combined pro- 
ductive and advertising purposes was well 
illustrated recently in a manufacturing ex- 
hibit made by the department store of Wil- 
liam Filene’s Sons, Boston. The installation 
consisted of a motor-driven shop for the 
manufacture of machine-made dresses at 
high productive speed. The raw materials 
were cut, up to a maximum of 250 thick- 
nesses, by an Eastman electric cloth cutter, 
capable of doing the work of 20 operators, 
and supplied with energy from a 110-volt 
circuit. The installation was provided with 
a 1.5-hp, 110-volt direct-current motor, 
driving the following machines in group: 
One skirt bander, one button-sewing ma- 
chine, output 3000 per day; one button- 
hole machine, output 400 per hour, against 
40 by hand; one sleeve sewer, one tucking 
machine, making 3500 stitches per minute; 
one waist machine, making 1800 stitches 
per minute; one sleeve machine, and one 
skirt machine, making 3000 stitches per 
minute. The individual machines were 
placed in and out of service by friction 
clutches operated by treadles. The exhibit 
was extensively advertised in the Boston 
press and attracted wide attention.—Elec- 
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Personal 


Mr. Theodore Jones, Manager of the 
Sales Department of the United Electric 
Light and Power Company, New York 
City, has resigned his position to take up 
the duties of General Agent of the Edison 
Electrical Illuminating Company of Brook- 
the change takes place September 15th, 
1909. 

Mr. Jones is an Electrical Engineer, grad- 
uating from the Massachusetts Institute of 
Technology, and since graduation he has 
been identified with the American Tele- 
phone and Telegraph Company as Illumi- 
nating Engineer with the Nernst Lamp 
Company and for over two years as Man- 
ager of the Sales Department of the 
United Company. 

During this time the United Company 
has written contracts with over 11,316 new 
customers, involving an installation of over 
500,000 16cp. equivalents and also intro- 
duced alternating current hoists through- 
out Manhattan Island. 

At the last convention of the National 
Electric Light Association at Atlantic 
City, Mr. Jones read a paper on the ‘‘De- 
velopment of Revenue from Existing Cus- 
tomers.” 

Mr. Joseph F. Becker severed his con- 
nections with the Edison Electric Illumi- 
nating Company of Brooklyn on September 
15th and assumed the duties of Superin- 
tendent of Sales Department of the United 
Electric Light and Power Company of 
New York City. 

Mr. Becker has been identified with the 
‘Brooklyn Edison Co.’’ for some time as 
General Agent and is well known in the 
industry. He has served on the Commer- 
cial Program Committee of the N. E. L. A. 
for several years. 

Mr. Leon H. Scherck, formerly with the 
Ford, Bacon & Davis southern properties, 
has gone to Nyack, N. Y., where he is en- 
gaged in consulting work for the Rockland 
Light and Power Company, 

Mr. J. B. Martin, formerly with the 
commercial department, Edison Electric 
Illuminating Company of Brooklyn, has re- 
cently become associated with the Com- 
mercial Construction Company of 114 Lib- 
erty Street, New York City. 

Mr. Alton S. Miller, formerly vice-presi- 


dent and general manager of the Consoli- 
dated Gas, Electric Light and Power Com- 
pany, of Baltimore, has assumed duties in 
a similar capacity with the Union Electric 
Light and Power Company, St. Louis, Mo. 

Mr. R. S. Wallace has been appointed 
general manager of the Peoria Gas and 
Electric Company, of Peoria, Ill. For sev- 
eral years Mr. Wallace has been superin- 
tendent of that company. 

Mr. H. D. Frueauff has been placed in 
charge of the Pueblo Gas and Fuel Com- 
pany as manager of that concern. Mr. 
Frueauff is a brother of Mr. Frank W. 
Frueauff, general manager of the Denver 
Gas and Electric Company, and president 
of the National Electric 
tion. 


Light Associa- 


What to Read in the Trade Press 

Advertising & Selling—September. “Some 
Mysteries of Advertising Unveiled,” by 
John E. Kennedy. 
Stories. 

Electrical Review & Western Electrician— 
August 21. “Details of Watt-hour Meter 
Manufacturer.” 

Electrical Review & Western Electrician— 
September 4. ‘‘The Electrical and Me- 


Other Salesmanship 


chanical Installation in the Hotel La- 
Salle.’’ 

Electrical World—August 12. “Electrical 
Problems Discussed by Engineers.” 


**Electrical Accidents Around Machinery 
and Their Prevention.” 

Electrical World—August 19. 
trical Equipment of the 
Building, Newark, N. J.” 

Electrical World—August 26. Reports of 
Indiana and Michigan State Conventions. 

Electrical Record—September. 
ty in the Modern Bakery.” 

General Electrical Review — September. 
“The Street Lighting of Boston.” 

Stone & Webster Public Service Journal— 
August. “Equitable Rate Making by 
Public Service Companies.” 

System—September. Various Articles on 
Salesmanship and Handling Men. 


“The Elec- 
Mutual Life 


“Electrici- 





WANTED ~— Solicitors for Commercial Lighting, by 
an Electric Light Company operating in one of the 
largest cities of Ontario. Only men of experience 
and who have been successful in this particular 
work need apply. Application to state age, experi- 
ence, reference and salary required. 

Address “Ontario,” care SELLING ELEcTRICITY, 
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Progress in 


The A. A. Automatic Kitchen 


A long step has been made in the solving 
of the ever-present servant problem by 
the A. A. Automatic Kitchen Co. of 1945 
Park Avenue, New York. 

For household use these machines are 
made in three styles. 

Style No. 1.—This machine is primarily 
intended for use in small apartments where 
space is limited. By the simple turning 
on of an electric button the 
does the potato peeling, egg and cream 
beating, dough mixing, butter 


machine 


churning, 
coffee grinding, fruit juice extracting, ice 
cream freezing, meat and food chopping, 
and other operations if desired. It 


also 
can be used 


for running a washing ma- 
chine or a vacuum cleaner. It operates 
one of these utensils at the time, by at- 
taching such utensil to the flexible arm of 
the driving apparatus, clamping the former 
to the stand. 


Style No. 2.—Has the advantage over the 


No. 1 that either one or two utensils may 
be operated at the time, the machine being 
provided with two flexible arms, one run- 


Manufacture 








Style 3 
ning at slow speed and the other at fast 
speed. 

Style No. 3—Like No. 2 operates either 
one or two utensils as may be desired at 
the time. It has the additional conveni- 
ence of all the utensils being at all times 
clamped to the revolving table top in their 
proper positions. When a change from 
the use of one or two utensils to one or 
two others is desired, it is simply necessary 
to revolve the table top until the utensils 
next to be used are brought to their proper 
positions opposite the flexible arms. 

In addition to these three styles the 
manufacturers are just getting out a large 
machine for use in hotels and restaurants. 
This machine will have as many flexible 
arms as there are utensils to be used, per- 
mitting the operation of an unlimited num- 
ber of appliances, either one or as many 
as may be desired at the time. 
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The Automatic Kitchens are creating a 
great sensation wherever shown, and 
theugh only a short time on the market, 
the pushing of their sale to consumers has 
already been actively taken up by some of 
the leading electric light and power cen- 
tral stations, department, housefurnishing 
and electric supply stores. 

To the central stations these appliances 
offer a large field to increase their sale of 
current. To the department, housefurnish- 
ing and electric supply stores they should 
prove an enormous attraction, both for the 
purpose of adding a profitable seller to 
their line, and as a splendid and cheap way 
of advertising and drawing a crowd by 
displaying and demonstrating them in their 
show windows or otherwise. 


A Central Station Power Sign 
A remarkably clever electric sign has 
recently been constructed by the Federal 
Electric Company, Chicago. This sign was 
built for the Louisville Lighting Company 
to advertise and sell electric power, and 
is an indication of the possibilities in elec- 


Feat 


LIGHTING 





tric sign advertising for promoting the 
sale of the central station product. 

The two electric light poles on either 
corner of the sign, the connecting stretch 
of wire, the motor and switch, and the 


words “Louisville Light Company” burn 
steadily. The flasher works as follows: 
The border, beginning at the upper right 
hand pole lights up to the switch—th« 
switch closes and the wire from the switch 
to the motor lights up—then the belt and 
wheel come on and begin to revolve and 
then the word “Power” lights up. 

This effect reproducing the operation of 
current from the light plant to the ma 
chine shop is very striking. The sign has 
attracted a great deal of attention in 
Louisville and the Louisville Light Com 
pany are very much pleased with it. 


Chinese Government Buys Telephones 


An American telephone system, with 
American instruments, switchboards, cable 
and appliances, is soon to serve the city of 
Pekin. The Chinese Empire, though ab 
solutely lacking in any such improvement 
up to today, has at last awakened to the 
need of a modern system of communica- 
tion. In the face of the most bitter com- 
petition with manufacturers from all parts 
of the world, the Western Electric Com 
pany, four millions of whose instruments 
are in use in- the United States, has s« 
cured the contract. 

These are to be government telephones 
Before deciding on so momentous a step 
the Chinese Government sent officials to 
this country, investigated, deliberated and 
delayed. It was not until Wednesday, 
August 4th, that the Western Electric 
Company’s Export Department received 
from Pekin a cablegram stating that th« 
contract had been signed. 

Heretofore almost nothing in the way 
of telephone development has been accom 
plished in China. There have been tele 
phones in only a few of the cities, and 
these largely in the foreign quarters, which 
were served by small out-of-date systems 
The two switchboards sold by the Western 
Electric Company to the government ar« 
the first common battery boards in the 
entire empire, yet China has an estimated 
population over 400,000,000. Our own 
country, with a population but one-fifth as 
large, has about six and a half million tel 
phones and more than 1,000 telephone ex- 
changes larger than the two intended for 
Pekin, besides fully 15,000 smaller switch 
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boards installed in the 
towns. 


smaller cities anc 
This gives some idea of the mag 


nitude of the field still to be opened in the 


far east. 
Learning of the specifications for the 
proposed 


to China. 


ereat German concern; so did the 


Erics- 
con interests. 


It was another international 
invasion of China. The prize was well 
worth striving for, involving for the suc- 
cessful company a foothold in a field en- 
tirely undeveloped and promising wonder- 
ful things in the future. 

The upheaval in Chinese Governmental 
affairs caused by the death of the Emperor, 
quickly followed by the mysterious death 
of the Empress Dowager and the succes- 
sion of the regency, delayed official action 
on the telephone contract. That is one 
of the reasons why the contract has only 
just been let. 

Though only two exchanges so far have 
been ordered, this is considered as but the 
beginning of a system that will eventually 
be fully developed throughout China; in 
fact orders for similar equipment for the 
cities of Tien Tsin, Canton and Hankow 
are being held pending the completion of 
the work at the capital city of Pekin. Last 
fall Mr. F. M. Dresing, foreign advisor to 
the Board of Communications, and Mr. 
Wu, Secretary to the Board, while on an 
American tour, visited the Western Elec- 
tric Company, and made known the inten- 
tion of the Chinese Government to de- 
velop the use of the telephone in the em- 
pire. Chinese commissioners visited this 
country, inspected the telephone plants of 
the large telephone manufacturers and 
made recommendations to their government 
which resulted in the placing of the Pekin 
order with the Western Electric Company. 

The order amounts to about $150,000, 
and covers a complete telephone plant of 
the most modern type, 


including several 
hundred 


thousand feet of 


lead-covered 
aerial and underground cable. 


The con- 
tract calls for complete delivery at Tien 
Tsin by February 3d, 1910, allowing but 
six months for manufacturing and deliver- 
ing to the Chinese Government. The work 
of installation will be done under the super- 


Pekin exchanges, the Western 
Electric Company sent a special emissary 
So did Siemens and Halske, the 


l 


vision of one of the Western Electric en 
gineers, who will be sent to Pekin for that 
purpose. 


The American invasion of Pekin recalls 
» the similar exploit of this 


company in 
Paris last fall. 


When the Gutenberg ex- 
change, handling the service of the business 
section of the French capital, was burned 
down, European makers hesitated about 
supplying a new switchboard because of 
the time limit imposed by the government. 
It was a tremendous task, but the Ameri- 
can company stepped into the breach and 
“delivered the goods.” The board was 
made at Hawthorne, just outside of Chi- 
cago, shipped across the country, conveyed 
to France and accepted, all within sixty 
days. It was an object lesson for foreign 
makers. 


Device for Saving Waste Light 
Mr. Frank 


D. Glosser, Superintendent 
Lighting 


Department, Marion Railway, 
Light and Power Company, Marion, Ohio, 
has invented a socket buzzer designed as 
a gentle reminder for the man, woman or 
child who turns on the cellar or the closet 
light and forgets to shut it off. The de- 
vice is intended for installation in cellars, 








closets, attics, stock rooms and like places 
where a light is wanted for a few minutes 
only and where they are usually left burn- 
ing by careless servants and others, caus- 
ing complaints on the month's bill for 
current consumed and a large amount of 
bad advertising for the central station. 

The buzzer is also intended to be used 
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in signs and in conjunction with fire-fly 
and similar flashers of intermittent opera 
tion for daylight attractions and to increase 
the effectiveness of flashing signs at night. 
The device takes no current other than that 
consumed by the lamp and the drop across 
the terminals using a 16 cp. lamp on 110 
volts is less than one volt. 

















One main feature of the buzzer is that 
it can be installed by anyone in a socket 
the same as a lamp, requiring no special 
wiring as do pilot lamps and other devices. 
Mr. Glosser’s invention is not yet on the 
market, but will be ready for sale by the 
first of October. 


A Power Plant on Wheels 


Probably nowhere is the electric motor 
more valuable as a saver of domestic toil 
than in its connection with the vacuum 
cleaner. However, the very keenness of 
the competition still offered by the long 
established dustpan and brush shows that 
the usefulness of the vacuum cleaner is 
not yet thoroughly appreciated. While 








The Power Station on Wheels 


large apparatus of this type is employed in 
all strictly up-to-date office buildings and 
apartment houses, the smaller machines are 
still regarded as little better than interest- 
ing toys. 

In changing this attitude of mind, one 
good demonstration is worth more than 
a large amount of the most plausible argu- 
ment, and here a difficulty is encountered. 
Many of the people whom it is most de 
sired to reach are situated in places inac 
cessible from the lines of any power sys 
tem. As it is often impossible to persuade 
these people to visit the power company’s 
headquarters and “see for themselves,” the 
expedient has been adopted of wheeling a 
central station to the field of action and 











Generator and Switchboard Mounted in Automobile 


meeting the prospect on his own ground. 

The illustration shows one equipment 
used to accomplish this end. It consists 
essentially of a “White steamer,” with an 
engine which may be connected to drive 
either the propelling machinery, a small 
Crocker-Wheeler generator, or both at the 
same time. The water needed to supply 
the boiler is cooled by condenser pipes on 
the roof and used over and over again. 
The vacuum cleaner can be mounted in 
the automobile and hose run from it to 
the carpet, or it may be carried into th« 
house and connected by wires to the gene- 
rator. In order that the full advertising 
value of this equipment may be realized, an 
electric ‘sign is employed, this also receiving 
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its current from the generator. 
of this equipment which may be seen in 
the illustration is a set of Gabriel horns, 
and these would seem an appropriate part 
of a scheme which is awakening a new 
industry. 


Multilets 


A remarkably useful outlet box has been 
recently placed upon the market by the 
Sprague Electric Company. It is called a 
Multilet, and is intended to meet all prac- 
tical requirements of a modern installa- 
tion system. In other words, it is one box 
with many uses. 

The Multilet is a stamped steel knockout 


box with six outlets: one in each end, one 
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| HALLER SIGN WORKS (Inc.) 


‘ 


Nos. 577 and 877 P. & S. Rec. Cover 
Nos, *6308 and *6408 


in the bottom, one in one side and two in 
the other; made in two sizes with a set 
of covers for each size. 


These enable the 
contractor or wireman to make any com- 
bination necessary for use with rigid con- 


A feature 


duit, Greenfield flexible steel conduit or 
Greenfield flexible steel armored conduc- 
tors. No special fittings are required for 
special work and, consequently, there need 
be no expensive delays caused by waiting 
for some unusual fitting. 

Multilets are small but have ample room 
inside of the box for the wires. They ac- 
commodate standard fittings, such as recep- 
tacles, rosettes, snap switches, etc. Boxes 
and covers, except porcelain covers, are 


furnished in galvanized or black enameled 
finish. 





Cover for 10-Amp. Snap Switches 
Nos. *6313 and "6413 


By the use of Multilets only one type of 
box is necessary; contractors are freed 
from worry, and dealers do not have to 
carry an endless variety of stock. The 
convenience of the box is at once apparent. 
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BUCKEYE QUALITY 


UALITY in an incandescent 
lamp is no longer a matter of 
materials, but of the expert skill — 
the rigid and conscientious inspec- 
tion —the indefinable “ know-how” 
which only long experience can 
give, and which only an established 
reputation can insure. For twenty 
years this Company has maintained 
leadership in the incandescent lamp 
industry. That fact alone should 
induce the critical buyer to investi- 
gate Buckeye lamps. Our branches 
are listed below. Our salesmen and 
jobbers are everywhere. 


THE BUCKEYE ELECTRIC CoO. 


MAIN OFFICE AND WORKS: 


CLEVELAND, OHIO 


CHICAGO: PITTSBURG : DALLAS : 
23 East Lake Street 611 Empire Building 426 Linz Building 
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In writing to advertisers, mention “Selling Electricity.” 
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BENJAMIN PLUG CLUSTERS 


.-- ARE.... 


CENTRAL STATION BUSINESS BUILDERS 


They are Connecting Links Between the User of Electricity and His 


FAN — 

5, FLATIRON-— 

ge CURLINGIRON— 
PORTABLE LAMP 
SEWING MACHINE 


Does your customer want two lights where he has but one, or would he like to attach a Fan, 
Portable Lamp, Chafing Dish, Curling Iron, Flat Iron, Motor-run Machine, and be able to burn a light 


at the same time? Our Plug Cluster will give him two outlets where he has but one. It requires no 
wiring—just screws into the socket. 





List Price 


$1.00 





Write for Descriptive Circular and Discounts 


BENJAMIN ELECTRIC MFG. CO. 


NEW YORK CHICAGO SAN FRANCISCO 
507 West Jackson Blvd. 

















WINTER 


The above photograph shows a night view of the Federal Display Sign 
which we constructed for the city of New Orleans. It is erected on a steel 
framework which spans the street, and serves as a striking advertisement for 
the southern metropolis. All Federal signs are finished products when they 
leave our shops. Consequently they last longer, look better and can be read 
from a greater distance than any other signs made. 


Write for Bulletin No. 207 


FEDERAL ELECTRIC COMPANY 
Lake and Desplaines Streets CHICAGO 


In writing to advertisers, mention “Selling Electricity.” 
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THE Ag.W.ELECTRIC SIGN CO. 


‘THE*LARGEST-ELECTRIC-SIGN-WORKS:-INTHE-WORLD- 
CLEVELAND.OHIO. 








Selling Electricity Advertisers 











My] 


Ui 
M {/ 
ny Mm mye 


1] 


pre 
The new Gen- AL 
eral Electric “7% 
Tungsten Lamp — Z 
gives nearly three - YW, , 
times the light giv- “ /} / 
en by ordinary /!/| 
incandescent lamps. / || | 


General(Qgn, 
Tundstef 


G.E.TUNGSTEN Lamps make it easy 
for you to get more and better light for your 
money than ever before. Whether you are 
now using electricity, gas or kerosene, you 
should know about these wonderful new lamps. 

The G.E.TUNGSTEN Lamp is an im- 
provement over the standard G.E. Edison in- 
candescent lamp in common use. 

The light giving filament is made of the 
rare metal Tungsten instead of Carbon. When 
heated by the same electric current Tungsten 
becomes much more luminous than carbon. 

The ordinary carbon incandescent lamp 
takes more than three watts of electricity for 
each candle light while the G.E.TUNG- 
STEN uses but slightly more than one watt 
to produce a light of soft, even white brilliancy 
closely resembling daylight. Thus G.E. 
’*“UNGSTEN Lamps give the highest 
quality of light at a much lower cost. 

Although on the market only a short time 
G.E.TUNGSTEN Lamps have already 
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General Elec- 
tric Tungsten 
lamps make elec- 


_” never before thought 
‘they could afford it. 


Lamps 


been installed in many large stores, office and 
public buildings where quality and economy 
are both essential. 

For the home or the small business place they 
offer the same advantages that have induced larger 
users to install them. 

Any progressive electric light company will be 
glad to tell you all about this new incandescent 
lamp—or write to us for ourG.E. Tungsten Book No. 
32 which tells more about the wonderful metal, 
Tungsten, and explains how the best results can be 
secured from G.E.TUNGSTEN Lamps in home, 
office, factory or store. 

Remember—every day you are without G.E. 
TUNGSTEN Lamps an inferior light is costing 
you more than it should, 





In 1880 the General Electric Company (then the 
Edison Electric Light Co.) made and marketed the 
first Edison carbon incandescent lamp ever manu- 
factured for commercial purposes. Since that date 
this company has manufactured and sold 270,000,0C0 
Edison carbon incandescent lamps. Every notable 
advance in electric lighting in the last thirty years 
has been made by the General Electric Company. 


The genuine G.E. TUNGSTEN Lamps are 
always packed in individual boxes bearing 
the famous G.E. monogram. Look for it. 


General Electric Company, Devt. 26, Schenectady, N.Y. 





In writing to advertisers, mention “Selling Electricity.” 
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Less than half the people who can 
afford it are now using electric light 


To you this is a significant fact. 

It means that you are not getting all the busi- 
ness you might easily get. 

The conditions for increasing your sales of 
current and electrical supplies were never so 
promising as at the present time, 

G. E. TUNGSTEN Lamps are making electric 
light more attractive. 

With G. E. TUNGSTEN Lamps you can in- 
terest people in electric light who never before 
thought they could afford it. 


G. E. TUNGSTEN Lamps will popu- 
larize electric light with ALL classes. 


G. E. TUNGSTEN Lamps will help to make 
electric light the universal light for all purposes. 

The G. E. TUNGSTEN Lamp advertisements 
now appearing in the popular magazines indicates 
what the General Electric Company is doing to 
bring about this result. 

In September and October the following mag- 
azines of wide circulation contain large advertise- 
ments of G. E. TUNGSTEN Lamps: 


Eberybody’s Magazine, Popular Electricity, 
Munsey’s Magazine, Cosmopolitan, 
Harper’s Magazine, Century, 

Scribner’s Magazine, American, 

Rebiew of Rebiews, Good Housekeeping, 
McClure’s Magazine, Literary Digest, 


Saturday Ebening Post, Collier’s, 
Associated Sunday Magazines, Outlook, 
System, World’s Work, 


and seberal others. 


These magazines have a combined circulation 
of more than 10,000,000 copies. This means that 
at least 35,000,000 people will read about G. E. 
TUNGSTEN Lamps in these magazines within 
the next two months. 


During the months that follow, this advertising 
will be continued until every person in the United 
States who is located where electric light is 
available will know about G. E. TUNGSTEN 
Lamps. 

Consider the impetus that this advertising will 
give to the sale of G. E. TUNGSTEN Lamps. 

But—increased sales of G. E. TUNGSTEN 
Lamps is not the only result that may be expected 
from this electrical advertising. 

The sale of electric current will be 
stimulated. 

It will influence many people in favor of elec- 
tricity for other purposes. 

It will advance the interests of the electrical 
industry in all its branches. 

It will benefit every dealer and electric light 
company in the country. 

It will help you. 

You will not get the full benefit of this adver- 
tising,'however, if you get only the business it 
brings you unsought. 

You should actively co-operate with this adver- 
tising. 

G. E. TUNGSTEN Lamps equip you with logi- 
cal arguments in favor of electric light. 

G. E. TUNGSTEN Lamp economy enables you 
to convince the ‘‘can’t-afford-it’’ class. 

And, all wsers of electric light will be tempted 
to use more light when they realize the superiority 
of G. E. TUNGSTEN quality. 

Be alert and ready for the demand that will 
inevitably result from the heavy advertising G. 
E. TUNGSTEN Lamps will receive during the 
next six months. 

Let us show you how these lamps can be made 
to attract new business for you—and increase 
your profits, 

In writing address the nearest sales office. 


General Electric Company 


Principal Office: 


Schenectady, N. Y. 


In writing to advertisers, mention ‘Selling Electricity.” 


New York Office: 
30 Church Street 


Sales Offices in 
All Large Cities 
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Note this Difference in Light Distribution 
between the Old and the New 


HOLOPHANE ARCS 
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Comparative Curve Showing Distribution of Old 
and New Holophane Arcs 


The New Holophane Arc 


The NEW Holophane Arcs for tungsten lamps embody the 
following RADICAL improvements : 


New Equipment of Glassware, which gives much better USEFUL distri- 
bution of light. 


Separable cluster body which allows the Arc to be TAKEN APART for 
cleaning without breaking the electrical connection. 

Collapsable canopy which does away with the need of a long nipple at the 
ceiling. 

Special brush brass finish which gives the unit a richer and more artistic 
appearance. 


Holophane Arcs are shipped complete, one in a box, with full instructions for 
assembling. They are convenient to stock, easy to install, and have a wide 
market for all classes of commercial lighting. 


Bulletin No. 51 contains a large amount of useful data which 


every practical lighting man should have. Tt its FREE. 


HOLOPHANE COMPANY 


SALES DEPARTMENT 
NEWARK, OHIO 


BosTON CHICAGO SAN FRANCISCO 


New YORK 














In writing to advertisers, mention 





“Selling Electricity.” 
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People Who WANT the 


HOOVER ELECTRIC 
SUCTION SWEEPER 


No. 4. The Servant 


There is no servant problem in the modern 
‘*Electric Home.’’ The electric flatiron, the electric 
washing machine and the HOOVER ELECTRIC 
SUCTION SWEEPER solve the servant problem. 

You should put the bulk of your sales energy into 
pushing the HOOVER SWEEPER because it is a 
daily current consumer. People do not wash and iron 
every day, but they do sweep and dust daily. 

The light, portable HOOVER does the work 
quickly, easily. And anyone who can afford to keep 
a servant can afford a HOOVER. It is the lowest 
priced of any good cleaning device. It is the simplest 
and most practical cleaner. It is the most generally 
useful cleaner — used day in and day out like the old- 
fashioned carpet sweeper. 

That’s a big advantage from your standpoint. The 
cumbersome, expensive vacuum outfit is used but once a 


week: the HOOVER is used daily. The high-priced 
apparatus can only be sold 
to a few well-to-do peo- 
ple: the HOOVER can 


Z 



















be sold to any of your 
customers. The vacuum 
apparatus is easily choked 
up: the HOOVER will 
suck up anything within 
reason — matches, shav- 
ings, threads, strings, 
scraps of paper or cloth, 
cigar butts, —anything. 

All we ask or want is that you will put the HOOVER through the most rigid trial. 
Use is proof. 

HOOVER SWEEPER pays two profits—a profit on the machine and a profit on the 
current. You can have one or both—as you please. 


We want Central Stations to demonstrate and handle our Sweepers. 
We want Central Station solicitors to sell them at a handsome profit. 
We want department and hardware stores for agents. 


The Electric Suction Sweeper Co. 
NEW BERLIN, OHIO 




















In writing to advertisers, mention “Selling Electricity.” 
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TRY ONE ONCE 


Buy ONE sample ]-COMFORT unit. 


Install it in your own home or o‘ fice. 





We are content to let the results talk. 


The J-COMFORT is the only system whereby you can 
increase the current consumption by the introduction of 
tungsten lamps. Your customers are insisting upon tung- 
stens. Practically every such lamp installed means Loss 
unless you introduce and advocate the /-COMFORT system 
—then it means Increased Revenue because indirect illumi- 
nation requires, in Residence Lighting, larger lamps than 
are generally used in the old-fashioned way. 

The esthetic qualities of indirect lighting with a total 
absence of shadow, appeals strongly to many people. It receives 
the unqualified endorsement of physicians and oculists. 

Investigate the /-COMFORT system for yourself, in your 
own home, then introduce it in your residence district. Tung- 
sten lamps installed in J-COMFORT units give better illumi- 


nation, satisfy your residence customers and lead to no loss in 
revenue. 


National X-Ray Reflector Co. 


245-249 E. Jackson Boulevard 
CHICAGO, U.S. A. 


In writing to advertisers, mention “Selling Electricity.” 
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TO COMMERCIAL 
MANAGERS: 


The place for your 
men to read SELLING 
ELECTRICITY is in 
their own homes. 
They have the time, 
and there is no call to 
look busy. They can 
digest what they read. 

Have you given us 
the address of each 
man ? 

If not---DO IT NOW! 




















In writing t 
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THEN DECIDE 


A a SPEAKS 
ll FOR 
=U) ITSELF 


For over fourteen years we have 
used, tested and improved a single 
form. The enamel method of 
construction used only by Simplex 
insures comfort to your customer 
and a rise in your load. Simplex are 
business getters. Start on a small 
device and it is sure to lead to larger 
installations. It is now time for the 
Heating Pad— Chafing Dish — 
Coffee Percolator 
—Water Cup or 
our newly de- 
signed loasters. 

We will furn- 
ish you with print- 
ed matter and 
help you sell. 


oe 








Write for Booklet ‘ 


SALE FLECRIC HEATING 


Cambridge, Mass. 


Monadnock Block, Chicago 
612 Howard St., San Francisco 
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OUR FACTORY IS WORKING 
p NIGHT AND DAY 
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What does 
that mean ? 9 
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For several weeks our factory has been working Night and Day on rush 


signs for the Hudson-Fulton Celebration. Practically none of this work has 
been actively solicited ; yet we are building these special signs for Colgate & 
Company, The Hudson Terminals, Otis Elevator Company, Hotel Nether- 
lands, Union League Club and a long list of particular buyers. 

This business comes to us because we have the largest and best equipped 
sign factory in the world—two distinct plants—and because we make our 


own flashers, color caps, etc., and can absolutely guarantee delivery and 


economy. 






We Build Signs That Sell Goods---When Promised. 


That’s the answer; and central station business takes precedence. 


BETTS & BETTS 


INCORPORATED 


Electrical Advertisers 1360-1366 Broadway, New York City 





Cable Address, “ Bettsonia. W. U., Lieber’s and Private Codes. Also Branches or Agents in all parts of the world. 








In writing to advertisers, mention “Selling Electricity.” 




















